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THAT’S THE BIG Phew Plame. 


Depend on 
Dinons 
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Home of Dixon Dependable 
Shoes, Dixon, Ill.—a division 
of Freeman Shoe Corp., 
Beloit, Wis. 


IN MEN’S $4°° SHOES 


It’s the name to watch. It’s the line to tie 
up with wow. It’s your chance to be first 
in your trading area to feature shoes that 
will win you a host of new buyer-friends 
—men who want all the value that can be 
built into shoes to retail at $4. 

“Dixon” is a new name—but there’s a 
famous old quality tradition back of it. 
A fine shoe plant has been completely 
re-equipped with the most modern shoe- 
making equipment. Expert workmen are 


on the job. Dixon designers are nation- 
ally recognized leaders. And Dixon 
Dependable Shoes are already winning 
the praise of those who know outstand- 
ing value when they see it! 

Make a date with Dixon to see this 
great new line! Don’t wait! Get the jump 
on the other fellow. Write now for a first 
call on the first trip—and get your name 
on the mailing list. For a sales-making 
“natural,” you can “Depend on Dixons!” 


vz; §6=DIXON © SHOES 
Sis ee 
Coe 





DIVISION OF FREEMAN SHOE CORPORATION * BELOIT, WISCONSIN 
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MIERCHANTS at the 2ist annual 
convention of the New York State 
Shoe Retailers Association agreed 
that caution should be used to keep 
prices from becoming inflated and 
passed the following anti-war reso- 
lution: 

KEEP OuT oF THE war! // 

N\A \ \\ 1 ’ 


ay ia fevdevier 


“While we reserve the right as 
individuals to extend our sympathy 
in this war crisis as might be dic- 
tated by. our consciences, we are 
opposed to any act that may result 
in the United States of America 
entering into the European contest. 

“We firmly believe that America 

should and must keep out of war, 
save that it be one strictly of de- 
fense.” 
GEORGE MILLER, president of 
1. Miller & Sons, was principal 
speaker at the dinner of the Alfred 
Vamos organization at Hungaria, 
New York City, September 19, 
and significantly said: 

“I want.to pay high tribute to 
Alfred Vamos as inventor and pio- 


neer in the field of stretchable 
leather for he has made a perma- 
nent contribution to the arts in the 
shoe industry. When a man, well 
along in life, sacrifices his savings 
and embarks on an enterprise filled 
with so many dangers, it is proper 
for us to gather together and com- 
pliment him on his courage, ambi- 
tion and achievement. 

“I want to say that you are only 
at the beginning of this develop- 
ment and it is up to your organiza- 
tion not to be satisfied until every 
woman in America has had a 
chance to appreciate what this 
Vamos “Lastex” material will do 
for the foot and for the fashion. 


- =>. ASSET_JD THE Community -erc. 


“We, at I. Miller sponsored Las- 
tex in a big way and have played 
an important part in its promotion 
and we are happy to be here to- 
night to salute the young organiza- 
tion which has grown so rapidly 
into a most successful business and 
I wish you, Mr. Vamos, continuing 
good health and prosperity.” 


{11} 


The occasion was the semi-an 
nual dinner given by Alfred Vamos 
to his friends and associates at the 
conclusion of the shoe styles con- 


ference. 





THE Chicago Shoe Travelers’ are 
sponsoring a petition to be sent to 
both Illinois James J. 
Slattery and Scott Lucas, asking 
them to help keep this country out 
of war. The petition reads as fol- 
lows: “The undersigned, all voters 
and citizens of Chicago, IIl., ear- 
nestly implore and urge you to do 
all in your power to keep our coun- 
try out of the war in Europe. 

“We feel the results of our last 
interference in Europe are lesson 
enough for every citizen of the 
United States to do all in his or her 
power to avoid getting the United 
States into this present war.” 


senators, 


. 7 * 


THE Navy Department’s Bureau 
of Supplies and Accounts has 
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awarded a $271,000 contract to the 
Joseph M. Herman Shoe Company 
of Boston and Millis, Mass., for an 
undisclosed number of black leather 
shoes. The contract calls for deliv- 
ery on October 6. 


N. B. GRIFFIN, vice-president 
and general manager of The Selby 
Shoe Company, Portsmouth, Ohio, 
tells us: 

“We don’t recommend to any 
merchant that he ‘buy his head off.’ 
Nor do we suggest that any buyer 
attempt to order a full season’s sup- 
ply of new merchandise. But we do 
want to point out the several un- 
usual factors that should influence 
the buying of women’s shoes dur- 
ing September and October. 

“First, since material prices have 
been low and have already been in- 
creased, there is a definite prob- 
ability that shoe prices will follow. 

“Second, every merchant should 
make a strenuous effort to improve 
his mid-Winter business by the judi- 
cious purchase and energetic sale 
of new and appropriate shoes. 

“Third, Easter is very early 
(March 24, 1940). Deliveries will 
be difficult to get. Early buying of 
pre-Easter shoes is indicated.” 


GA 
wan BULLETIN 
— 
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WV AR bulletin issued by the Na- 
tional Retail Dry Goods Associa- 
tion says: 

“1. There will be no repetition 
of the depression which coincided 
with the start of hostilities in 1914. 

“2. Over a period of time heavy 
demands will be made for Ameri- 
can products, with the result that 
business will be greatly accelerated 
here. 

“3. This demand for goods will 
serve to increase American price 
levels, but to a considerably smaller 
extent than the precipitous price 
rise during the World War. 

“4. A rising price level will 
likely be accompanied by an in- 
erease in wage levels. 
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ennial automobile complaint. 

—"'Too many automobiles are ruin- 
ing the shoe business,” said Joe. 
“if people walked more and ja- 
loppied less, we'd wear out and 
sell a heap more shoes.” 

—"How come then," | replied, “that 
shoe production for 1939 will 
probably pass the 400,000,000 
pair mark—which will be the sec- 
ond largest shoe year of all 
times?" 

—Joe looked perplexed— 

—"Furthermore," | said, “reflect o 
moment on what the automobile 
has done for employment. In 1938 
the total number of people em- 
ployed in motor vehicle, parts and 
tire manufacturing, in petroleum 
refining, in sales and servicing, in 
truck and bus driving, and in raw 
material manufacturing, was 6,- 
112,266. Add to these 267,734 
engaged in Federal and State 
Highway work and you have a 
total of 5,380,000 employed di- 
rectly and indirectly in the auto- 
motive industry—or one out of 
seven of all gainful workers." 

—"Which means?" queried Joe. 

—"Just this," | replied, “that all 
those millions of people were paid 
good wages, and those good 
wages enabled them to buy good 
shoes and still more good shoes. 
If it hadn't been for the automo- 
bile we probably wouldn't hit any 
four hundred million pair marks 
this year." 

—"Well, I'll be durned,” mumbled 
Joe. 


-.* 





“5. Few problems will arise 


from the shutting off of imports as . 


was occasioned by the loss of Ger- 
man dyestuffs in the 1914-18 strug- 
gle, when American dyestuffs, in 


contrast to those of today, were 
found inadequate.” 


MISS VIRGINIA POPE, fashion 
editor of The New York Times, 
who served as commentator at the 
N.S.R.A. fashion show at the Wal- 
dorf-Astoria, gave a lift to her com- 
ments that was decidedly refreshing 
and makes her the ace commentator 
on fashions in America. From her 
own thrilling experience abroad 
she said: 

“When I was at Cannes, on one 
of the last few days before the war 
broke out, I had the privilege of 
photographing the Duke and 
Duchess of Windsor. You know 
they are ‘tops’ in the fashion world. 
Well, the Duchess wore a charming 
sports costume and her shoes were 
of white kid with those cute little 
keg heels.” 


HEARRY ROSEMAN of O’Conno: 
& Goldberg, Chicago, says: 

“For the first time in a good 
many years lasts are playing a 
most important part in the Fal! 
shoe business. In fact, due to the 
radical changes in the shoe styles 
and patterns this season, the last 
becomes the primary factor in sell 
ing shoes. We have found that we 





are selling more size 942 and 1\ 
shoes than we ever did before, due 
to the fact that women are so ac- 
customed to the open shoes. We 
have also found that a number of 
our lasts which we used for several 
years had to be abandoned for the 
new Fall styles. There has been an 
excellent acceptance of the new wall 
and plateau lasts and the raised 
and squared toes.” 


COL. CHARLES T. CAHILL has 
accepted the chairmanship of the 
Shoe Manufacturers’ group of tlie 
Greater Boston Annual Mainte- 
nance Appeal of The Salvation 
Army. 
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JAN BATA, now a resident of 
Great Neck, Long Island, sports the 
biggest car in America and this 
story is told in the Great Neck 
Vews: 

“Was a gas mask part of the 
quipment of that car you just 
bought? No? Then you didn’t buy 
| in any of the European countries. 





Ve just looked at a twelve-passenger 

Chevrolet that arrived from Czecho- 
-lovakia—and its rear compartment 
includes gas masks for the occu- 
pants. A bit of inquiry disclosed 
that the super-sedan is the property 
of Jan Bata of Bayview Avenue, who 
came to this country when Czecho- 
Slovakia was anschlussed by the 
Nazis. 

“Mr. Bata, internationally known 
as a shoe manufacturer, has set up a 
plant in this country. The car will 
probably be used to ferry visiting 
notables from station to plant and 
vice versa. But the making of shoes 
is not his only claim to fame. 

“Known as the ‘Henry Ford of 
Europe,’ Mr. Bata’s manufacturing 
abilities spread to include the mak- 
ing of tires, heavy machinery, air- 
planes and their accessories. In fact, 
all the machinery used in his shoe 
plants is built in other of Mr. Bata’s 
industrial manufacturies. 

“The car itself has four seats, 
one behind the other, each designed 
for three persons. Its wheelbase 
of slightly more than fifteen feet 
makes it a bit unwieldy to handle 
while trying to park on Middle Neck 
Road. It boasts a wide range of 
horns—from the ‘beepers’ of the 
Paris boulevards to the full-throated 
air horns common to _ intercity 
buses. 

“Strangely enough—or is it—the 
tires are ‘New Grip Batas.’ The 
speedometer is marked off up to 150 
—which prompted one spectator to 
‘whew-w’ and yammer at a vehicle 
that size clicking off 150 miles an 
hour. A bored mechanic explained 
that the graduations were in kilo- 


meters, and that it takes 150 of 
them to equal 90 m.p.h.” 


HIOWARD COONLEY, president 
of the National Association of Man- 
ufacturers, says: 

“War destroys lives. War wrecks 
homes. Economic chaos and years 
of crushing depression are its in- 
evitable aftermath. It imperils rep- 
resentative democracy. Free insti- 
tutions are among its early victims. 
Ultimately no one can escape the 
ruin of war. 

“Manufacturers will not relax 
their efforts to achieve and main- 
tain sound improvement in our do- 
mestic economy. Industry opposes 
profiteering—the utilization of war 
psychology to boost prices for the 
purpose of making excessive prof- 
its. As manufacturers we recognize 
it to be our responsibility and 
moral obligation to conduct our 
businesses so that the prices of the 
products we produce and sell are 
related equitably to production 
costs. 


pao 
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“We pledge our energetic sup- 
port to this policy. 

“No sensible person believes that 
profit can come out of the wreck- 
age of human life and economic 
dislocation.” 

J. D. KIRVEN, president of J. A. 
Kirven, Columbus, Ga., says: 

“Concerning the likelihood of 
marked stimulus to business here 
as the result of the war, 90 per 
cent of the retailers concurred in 
that possibility. Some 40 per cent 
of the merchants felt that similar 
acceleration to business as accom- 
panied the last conflict in Europe 
would occur here, but that activity 
would be spurred to a much smaller 
extent. Reasons for this view were 
based on the belief that the buying 
power of European nations is less 
now than in 1914; that foreign na- 
tions are more self-sustaining, and 
that, since the war was anticipated. 
our industries are already produc- 
ing in such large quantities as to 
prevent so sharp a rise as at the 
beginning of the last war.” 


ye 


“Now, don't tell me—let me guess .. . | bet you want a pair of moccasin toe shoes." 





Caught by the camera at Style Conference. 
College styles suggesting the trend toward 
workmanlike clothes that may develop into 
the leading th of 's clothes dur- 

ing the next few months. The walking ox- 
ford of alligator calif will be typical of shoes 
to wear with this type. Smart Parisiennes 
have already set the style for bare heads or 
fillets to replace hats. Costumes are by 

Dorothy Cox of McMullen Co. 





Will it Develop Simple Functional Styles 
or Will It Follow More Feminine Trends? 
Will Color Fellow the “Cloudy” or the 
“Fiery” Route as Discussed in Recent 
“Recorder” Color Co-ordination Articles ? 


and good taste in the general, as well as the leather 
and shoe, fashion picture, began with the return to 
sanity in shoe designing for the current Fall and Winter 
season. Now even the milliners have begun to accept 
the change, not in monotony of ideas but in greater 
restraint and better taste. (For further discussion of 
these points see the two reports on the style conferences 
and style show in the last issue of Boot anp SHot 
Recorper.) We should note the excellent job done in 
stabilizing colors for the coming season which has been 
carried out by a special committee headed by Harry 
E. Fontius, presiderit of the National Shoe Retailer: 
Association, working in conjunction with the tanners 
and the Textile Color Card Association. The work of 
this joint committee was planned to save the shoe manu- 
facturer and retailer loss of both time and money by 
assuring him of getting the exact shade of any specified 
color on the T.C.C.A. official list. In a world at peace 


WHICH WAY WILL FASHION 


THE “fussy” era is on the wane. Feminine, but sane 
and wearable, fashions are in the ascendant. Anyone 
who followed the recent National Shoe Retailers Asso- 
ciation conferences and style show at the Waldorf must 
have been impressed with this fact. Not only shoes 
but all apparel, from hats to handbags, have arrived at 
a happy medium between over-severity and simplicity 
and over-elaborateness and fussiness. The same trend 
was evident at the Spring showing of leathers by the 
Tanners’ Council of America. The emphasis was on 
good wearable colors—blues and tans and browns that 
are smart but practical; on “novelty” surfaces that 
have proved their worth—grains and reptiles and rep- 
tile prints which are outstanding but are not untried 
novelties after several successful seasons; calfskin, kid- 
skin and patent leather all slated for a big season be- 
cause they are all necessary parts of a well-rounded 
Spring shoe season. And all these evidences of restraint 


the style future would be easy to predict and we should 
expect a continuance of this present trend for several 
seasons to come. But the war has made everyone anx 
ious and uncertain. Remembering the effect of the 
1914-1918 conflict on women’s styles, tanners, manu- 
facturers and retailers are asking, “What next? What 
will this new outbreak do to present style trends?” 
After the economic aspect—which is of first importance 
and was authoritatively discussed at the meetings—shoe 


‘and leather men are concerned with the very practical 


question of silhouette, color and material. 


THERE are several aspects of this question. There i- 
the fact that Paris and London are already turning thei’ 
attention from clothes to more pressing matters. A! 
this time, two of the leading couturiers left in Pari- 
are Lanvin and Creed, and they are both bus 


making costumes for war purposes—woolly pajame- 





to wear during night air raids in such significant colors 


as “cellar grey,” “cave green” or “safety blue”—gas 


mask bags, and uniforms for women engaged in war 
work. The same is true of London dress-making estab- 
lishments. One interesting effect of the war is the 
appearance of a great deal of white in London shop 
windows—white hats, scarves and belts with luminous 
discs. These are to make the pedestrian visible on the 
street during air raid blackouts and are known as 
“blackout” accessories. 

So already the war is having its effect on current 
styles abroad. And the style of costumes designed for 
war uses must have its influence on other types of 
clothes. So, while we in America hope that we shall 
have no need for war garments, our whole philosophy 
of design will be somewhat affected by what is happen- 
ing in Europe. 

Here, as abroad, two schools of thought are develop- 
ing. There are those people who think that clothes 
should be very simple, functional, tailored and dark in 
color. There are others who feels that gay and more 
frivolous or feminine apparel will keep up the nation’s 
spirits and morale. Probably, as in the last war, the 

[TURN TO PAGE 44, PLEASE | 


For evening glamour what could 

be lovelier than this gown of 

golden matelasse lamé with padded 

shoulder jacket over black silk 

jersey? By Germaine Monteil. 

Vatching Oriental turban bv Lily 
Dache. 


These styles shown on the runway at the recent N. S. R. A. 

Style Show typify the two directions in which current fashions— 

influenced by war psychology—are pointing—simple, functional 

clothes for daytime work and luxurious, feminine, glowing 

fashions for the evening hours when work activities are to 
be forgotten. 


by 
ELEANOR 
RUTLEDGE 


Ruby red evening slippers 

glistening in iridescent kid- 

skin, designed for gala eve- 
nings. 





Members of Joint Committee for 1940 National Shoe 
Fair photographed at their meeting at the Waldor}. 
Astoria, New York, last week. left to right: 
L. B. a Ne Burgstahler, Louis F. Tuffly, Alfred 
J. Pauly, L Langston, executive vice-president of 
National Shoe ‘Rasmn Association; Joseph T. Ceuting, 
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Jr.; Watker T. Dickerson, Jay O. Ball, president of 

National Boot and Shoe Manufacturers Association. 

Seated, center: Harry E. Fontius, president of National 

Shoe Retailers Association. Seated, front row: Harry 

G. Johansen, chairman of National Shoe Fair commit. 
tee, and Stanley Heald, treasurer. 


1940 NATIONAL SHOE FAIR 


THE Joint Committee for the National Shoe Fair ww 
be held in Chicago, Jan. 2, 3, 4, and 5, 1940, Tuesday 
through Friday, met on Sept. 18, in New York to dis- 
cuss and approve program plans for the Fair. The 
meeting, which was called by Harry G. Johansen, chair- 
man of the Shoe Fair Committee, was attended by the 
full committee who listened to the reports of various 
special committee chairmen. Chairman Johansen in 
opening the meeting expressed a note of encouragement 
as to the success of the Fair. 

“When the office of the National Shoe Fair was 
opened early in June,” said Mr. Johansen, “I was hope- 
ful that the 1940 Fair would equal the brilliant records 
established for past Fairs. When we mailed the official 
applications in July to all interested groups I antici- 
pated an enthusiastic response from the industry. My 
expectations were not disappointed, because from the 
very beginning the applications for reservations at the 
1940 Fair indicated very definitely that shoe manufac- 


turers and members of the allied trades recognized that 
the National Shoe Fair was the industry’s principal shoe 
show and the only event of its kind that was sponsored 
jointly and endorsed by the National Boot and Shoe 
Manufacturers Association and the National Shoe Re- 
tailers Association. 

“I am happy to report that the unusual interest mani- 
fested everywhere in the Fair convinces me that not 
only will the 1940 National Shoe Fair shatter all previ- 
ous records for display rooms, but merchants, depart- 
ment store and chain store buyers are expected to out- 
number the attendance at previous shows. 

“Many factors recently developed because of the war 
in Europe will have their effect on the shoe industry. 
Buyers anxious to keep in close touch with the market 
and price trends, will have a greater opportunity to 
know conditions at the National Shoe Fair, because it 
offers an opportunity to see hundreds of lines which 
may be studied for style, quality and prices.” 
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Cari Burgstahler, secretary of the committee, reviewed 
the work of the Executive Committee at previous meet- 
ings. L. V. Hershey, chairman of the Display Commit- 
tee, read his report. 

“I know the committee will be pleased to hear that 
the space already sold for the 1940 National Shoe Fair 
exceeds by a substantial amount the number of rooms 
and the revenue of any of the previous four Fairs, for 
a similar period,” stated Mr. Hershey. “While it is 
true that the office was opened earlier this year than 
in previous years, the space allocated on Sept. 15 this 
year, was not reached last year until Oct. 7. This com- 
parison merely indicates the interest shown by manu- 
facturers who have reserved their rooms early in order 
to be assured of preferred location in the Stevens Hotel. 


“SW/ITH practically three months of selling ahead of 
us, and a large proportion of the space already allo- 
cated, little doubt exists in my mind but that a new high 
record will be set for display rooms at the 1940 National 
Shoe Fair. 

“We are experiencing at the present time a need for 
large sample rooms, but with the cooperation of the 
Stevens Hotel, it is believed we will be able to work 
out a plan which will provide for a few more rooms of 


this type,” concluded Mr. Hershey. 


ducted on Jan. 2, 3, and 4, morning and afternoon. He 
will augment this service with a staff of practically 
sales planners and promotion men from retail stores. 


THE Science of Proper Shoe Fitting Clinic will be 
reduced to two meetings to be held on Wednesday and 
Thursday morning, Jan. 3 and 4. A discussion relating 
to feature shoes, their place in shoe merchandising and 
problems akin to service and fitting will be led by spe- 
cialists in this field. 

Window display contests and other educational ser- 
vices having a direct influence on operations and man- 
agement of shoe stores were reported favorable. The 
Boulevard Room of the Stevens Hotel will again be used 
to house these exhibits. 

Luncheons will be held on Tuesday, Wednesday and 
Thursday, Jan. 2, 3, and 4. The luncheon on Tuesday 
will be the opening of the National Shoe Fair. 

The National Shoe Retailers Association will have 
their annual meeting luncheon on Wednesday, Jan. 3. 
This meeting will be devoted exclusively to the activi- 
ties of the association, including a program appealing 
especially to retail merchants. 

The National Boot and Shoe Manufacturers Associa- 
tion will hold their annual meeting at a luncheon on 
Thursday, Jan. 4. 


Chairman Harry G. Johansen Tells Joint Committee in Charge of 
Fair that Present Indications Point to Larger Merchant Attendance 
than Ever Before in Addition to Increased Number of Exhibitors 


TO SET NEW RECORD 


The report of Stanley Heald, treasurer, revealed 
revenue and expenditures for the period of operation. 

All educational features of the National Shoe Fair 
are planned and directed by the Program Committee, 
of which Alfred J. Pauly is chairman. The following 
clinics were recommended and approved: 

The Expense Control and Store Management Clinic, 
a feature of the Fairs under the direction of members 
of the staff of Northwestern University, Chicago, will 
be operated on Jan. 2, 3, and 4, morning and afternoon. 
Chester E. Willard, department of organization, market- 
ing and retailing, James R. Hawkinson, assistant dean, 
School of Commerce, and Ira D. Anderson, assistant 
professor of marketing, all of Northwestern University, 
are the staff in charge. 

The Sales Planning and Promotion Clinic, another of 
regular services to buyers at past Fairs, under the direc- 
tion of Michael Murphy, Secretary and Sales Manager 
of Krupp & Tuffly, Inc., Houston, Tex., will be con- 


A style presentation will be made on Tuesday nighi 
Chairman A. J. Pauly detailed briefly an outline of the 
proposed fashion show. It is intended to present the 
opinions of a number of leading merchants throughout 
the United States, whose style judgment is based on 
dollar investment rather. These style briefs from 
authoritative persons, it is believed, will interpret more 
accurately to merchants style trends in their particular 
communities than a general discussion on the broad 
subject of fashion and footwear. 


FOLLOWING the presentation of the style briefs, the 
plan includes the use of mannequins, who will reflect 
in correct spring attire and footwear the basic prin- 
ciples expressed by the individuals from selected geo- 
graphical locations, previously heard on the program. 
An effort is expected to be made to coordinate the 
“Fashion and Footwear” costume book issued by the 
[TURN TO PAGE 42, PLEASE] 











A NEW week and a new 

month. Start it off with 
a complete change of your 
window displays today. 
Women's Fall styles should gef 
the big display of course, and 
your display cards should say 
"These Are the Assured Fall 
Styles." This would probably 
be a good time for a chil- 
dren's window, too. 


5 LOOK over yesterday's 
stock check records and 
see if you have any odd sizes 
on hand of early season styles. 
Make a list of these and give 
a@ copy to each salesman, in- 
dicating just what reduction 
from regular price can be 
made on these “close-out” 
numbers for quick disposal. 


YOUR window schedule 

should call for new dis- 
plays today, and it will not 
be far wrong if it provides for 
a window of children's foot- 
wear. October is a good month 
for children's shoes and the 
reason is that one month of 
school has token its toll of last 
Summer's footwear. 


1 COLUMBUS DAY. A 
day many folks will for- 


Keep your store interesting. It 
helps business and keeps your 
own Pp pl sti | ae 
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The Retail 
CALENDAR 
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HAVE you made a mail- 

ing featuring men's foot- 
wear since the Fall season be- 
gon? If not, this would be a 
good week for it. A letter will 
do, but it will be much better 
if you can include a folder il- 
iustrating some actual styles. 
If possible, concentrate on one 
price. 


WHAT are you going to 

advertise today to make 
the first October Saturday o 
good business day? You will 
feature women's Fall styles of 
course, but how? Why not 
limit your ad to one retail 
price—your best seller? If you 
have a g hosiery special 
available it will help too. 


10 REMIND mothers of 
your children's shoe 
lines with a postal card mail- 
ing today. Let the card carry 
a short, snappy message such 
as: “You can get more chil- 
dren's shoe value for $3.75 in 
our store than any place we 
know of! See our windows!” 
Use an ordinary government 


postal card. 


13 FRIDAY the 13th! This 

is too good an oppor- 
tunity for a one-day sale to 
be missed. Feature some real 
specials in your windows with 
big display cards saying, "Fri- 
day the 13th! Your Lucky Day! 
Look At These Prices!" Have 
every price end in 13. Or feo- 
ture exactly 13 bargains! 


4 THE day on which you 

make your weekly check 
of stock and it is a mighty 
important job during your big 
selling season. Watch for 
“outs” in the best-selling sizes 
of your most popular shoe 
styles, and in hosiery colors 
and sizes. You cannot afford 
to lose any sales now! 


7 BE sure that your window 

display for this busy shop- 
ping Saturday ties in closely 
with your Friday ad. If it re- 
quires some rearrangement of 
your displays to accomplish 
this, do it! It is always im- 
portant to keep your windows 
up to the minute but it is 
doubly important on Sautrday! 


11 IT is time for that tedi- 

ous weekly job of chect- 
ing stock again today. But 
tedious as it is, you have sure- 
ly seen the advantage of 
knowing each week exactly 
where you are, so far as mer- 
chandise is concerned. The re- 
sults should be showing in 
lower investment and fewer 
markdowns. 


1 YOU no doubt hod o 

good, attention-getting 
style ad in yesterday's paper 
for today's selling. Get your 
windows clear of all “Friday 
the 13th" sale material and 
put in a thick trim of the ad- 
vertised styles to catch the eyes 
of Saturday window shoppers. 
Have a good hosiery display. 
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Shoe Store 
for OCTOBER 


October Offers Many Ideas for Promotion and Display. 


Columbus Day, Hallowe’en, Football and Even Friday the 


Thirteenth All Provide Excellent Selling Themes That Will 


“Keep the Ball Rolling” in Your Fall Selling 


16 WHAT will be your win- 
dow theme for this 
week? Why not an imposing 
window of men's Fall footwear 
with a display card reading, 
"This Is Men's Week! The 
Time to Choose New Fall 
Shoes.” Be sure you put a 
price ticket on every pair of 
shoes displayed in the window. 


90 PREPARE oa good, 
strong ad for today's 

per—one that will bring the 
~< flocking in tomorrow. 
Picy up Fall style footwear of 
course. But in addition fea- 
ture one or two good specials 
thet are real bargains. Use 
plenty of space and plan your 
od carefully. 


95 TODAY'S weekly stock 
check is the last one 
you will make during October 
and it should tell you a great 
deal about your investment, 
turn, markdowns, etc. If you 
are not using your stock checks 
to get this information, then 
you are wasting your time mak- 
ing the checks. 


IF you are having trou- 
ble making your window 
look different from 
to week perhaps you 
a change of backgrounds 
ponels. If you are using 
same ones you installed at 
beginning of the Fall sea- 
then it is quite certain you 
oe change. 


17 IT would really cost 
very little to send a 
government postal card to 
every name on your mailing 
list today saying “This is Men's 
Week! Have You Seen the 
Shoes in Our Windows?" And 
the chances are that such a 
card will bring a lot of curious 
men in. 


91 IF you have any specials 

advertised for today 
get them out on tables in 
front of the store where cus- 
tomers must see them. If you 
have no specials use the tables 
for items like hosiery and 
house slippers which will help 
to pick up additional Saturday 
volume for you. 


9 6 HOW long has it been 

since you have made the 
rounds of the business section 
to see how your competitors 
are using their window dis- 
plays? And when you com- 
pore their displays with yours, 
do not be complacent! Would 
you still think your windows 
best if you did not own your 
store? 


31 HALLOWEEN. If you 

did not use Hallowe'en 
as the theme for your window 
displays when you changed 
them yesterday, do something 
about it today. Tomorrow 
marks the beginning of a new 
month. Are you ready for it 
with complete plans for your 
selling events, windows and ad- 
vertising? lt will be a busy 
month! 


18 CHECK your stocks 
again today. Have you 
made a study of your recent 
stock checks to see what price 
lines are your best sellers? 
What proportion of your busi- 
ness do you do in these price 
lines compared to a year ago? 
Information like this shows you 
where your business is going. 


93 KEEP your windows in- 
teresting, and ever 
changing. Today, for instance, 
you may be tempted to say, 
“Oh, well. Last week's win- 
dows will do for another week.” 
Do not do it! Your windows 
are the very best advertise- 
ment that you have. You can- 
not afford to let displays re- 
main until they are “an old 
story." 


97 THE last Saturday in 
October must be a big 
day. That calls for a striking 
ad in today's paper. Feature 
your best selling women's price 
line, your popular seller for 
children, a good hosiery num- 
ber, and three or four good 
specials that are really worth 
a customer's trip to your store. 


1 ABOUT once a month 

it is good business to 
make a thorough inspection 
of your entire premises, por- 
ticularly your stock rooms, 
store rooms, basement, etc. 
Watch for fire hazards, re- 
place burned out lights, see 
that trash is removed and 
floors are clean. One such in- 
spection may save you many 
dollars. 


9 AT least once eoch 

season you should be 
able to afford a mailing feo- 
turing your women's hosiery. 
A mailing card is sufficient, 
and for best results do not try 
to list all your price lines. 
Feature just one number, your 
best seller, and do it in a big, 
important way. 


98 SEE that all salespeople 
are posted on the lines 
advertised yesterday. Make 
sure also that they have a list 
of any numbers you wish to 
close-out, so that they can 
concentrate on these. Did you 
do something to liven up your 
windows for the day? Have 
you arranged special table dis- 
plays? 
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One of the harvest windows 

featured by Dalsimer’s in Phile- 

delphia. Note the simple yet 
effective background. 


COLOR AND ATMOSPHERE 


Prevailing Notes In Fall Shoe Windows 
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Saddle oxford window by 
Stern Brothers. Note how 
effectively the crossed panels 
emphasize the shoes. Shoes 
by Curtis-Stephens-Embry. 


Originality Is Evident in the Various Treatments of the Fall Theme in 


Current Windows, Resulting in Interesting and More Productive Displays 


WITH the first tang of Autumn in the air, America, 
young and old, started thinking about Fall wardrobes, 
and American shoe retailers, large and small, were ready 
with enticing displays to tempt their customers and 
encourage the impulse to buy. The season itself is espe- 
cially propitious for clever display—colors are riotous; 
there’s an exciting new silhouette in women’s clothing 
which is making itself felt in women’s shoes; black has 
taken on added mystery and importance; surfaces are 


Right:—This Wise Shoe Company 
window utilizes the interest in the 
new wasp-waist silhouette in ready- 
to-wear and its influence on shoes. 
The legend “Foot girdling, corset 
fit shoes” is especially timely. 


varied—rough and smooth, shiny and dull; mat and 
detailed—all are in for their share of the glory. 

With such a wealth of material on which to base 
their promotions, it is not surprising that shoe men 
have done as efficient a job as is evident from a study 
of current windows. What is surprising, however, is 
the versatility with which different stores have treated 
the same theme. One instance of this is the use of the 

[TURN TO PAGE 48, PLEASE] 
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OUTLOOK 


Hold Tight— And Start “Reserves” 


THE futility of using the last war as a measuring 
stick of this orie must be obvious to any business man. 
Lightning war may be a companion piece to lightning- 
economics. It is therefore so difficult to push away the 
clouds of conjecture that surround this abortive war 
and get down to something simple and understandable. 
Let’s put it this way: 

Question: How did you build your business? 

Answer: By selling one pair of shoes and then an- 
other and then another. 

Question: Did you build a business overnight? 

Answer: No, it took years of patience and perse- 
verance. 

Question: Did you have any windfall of good luck 
through buying a ton of shoes and making a big profit 
thereon? 

Answer: No—because every time the store got over- 
* loaded, the styles died on the vine and the shoes were 
dumped on the table. 

So much for that! The hard way is the only way 
to build a business in a commodity selling at retail, 
pair by pair. The speculative way—never. It has been 
a long time since there have been more customers in 
the store than there has been stock on the shelves and 
we question whether or no the time will soon arrive 
when customers are more eager to buy than you will 
- be to sell. 

Of this we are pretty certain. Retailing would have 
been on the mend this last quarter of 1939, with or 
without the war push. Whatever moneys the fortunate 
few of the public get through stock market and com- 
modity exchanges will be spent more freely for more 
luxury items than mere shoes. So it stands to reason 
that the shoe man will profit most who sticks closest 
to his own business, letting the war booms buzz in 
somebody else’s ear. 

There is work to be done; shoes to be = football 
games to get enthusiastic about; a useful-gift-Christmas 
to make, and a Winter ahead with its different shoes. 
Prices would have risen anyway, because—automatically 
on October 24 the minimum wage rises from 25 cents 
to 30 cents an hour and when you consider all the 
workers from the handlers to the final sellers who step 


by ARTHUR D. ANDERSON 
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up to the pay window for more money, you are on the 
side of the rising tide, whether you like it or not. 

So many of us in shoes seem to think that leather 
is only used in footwear, whereas its use in other indus- 
tries is growing in leaps and bounds. It is getting to 
be a wanted material and as we have said many times 
before, it is one of the measurable crops of the world 
and not one in the superabundance category. 

The war talk is waning in the midlands of America 
and although it does fill the newspapers and the radio, 
the eyes and ears can take it. Even Congress is hesitant 
on what to do because of the reaction of the populace. 

But if it comes, war on a world-wide scale and us in 
the middle of it—there will still be work to be done, 
shoes to be bought and sold and millions of people 
continuing as customers of those shoe stores that give 
the most in value and style and service at the fitting 
stool time. 

Whatever the short view, there is, for business men, 
the necessity for the long look ahead. We had a chance 
to see most of the economic action in America during 
the last war and if there is one piece of advice that 
we can give, it is this: If your business is out of the 
woods and in the black, don’t start piling up overhead. 
Get tough on the subject of cost-of-doing-business and 
above all else, start putting away something for the 
rainy days ahead. A business with reserves has some- 
thing to cushion the shock of both rising prices and a 
future precipitous fall. Build reserves. Build them 
dollar by dollar for your business must go on and you 
must prepare for eventualities. ; 

Make yours an orderly business, if you can. 
Buy those shoes and from those resources that 
will aid you in making your business more 
orderly when disorderly days come. And above 
all else, think of reserves first and spending sec- 
ond. Practically all of the businesses that blew 
up following the last war were riding high, wide 

[TURN TO PAGE 43, PLEASE] 
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ON’T you find that the shoes 
easiest to sell are those 
made by manufacturers who 
don’t miss a thing when it comes 
to giving their shoes maximum 


sales appeal? 


In most cases, you'll ‘probably 
find these manufacturers use 
either the Goodyear Custom or 


THESE HEELS 


Goodyear Wingfoot Heel —the 
heels that make even the finest 
shoes look better and that give 
more sales appeal to any shoe 
equipped with them. 


Men prefer these heels not only 
because they wear longer and 
look neater but also because the 
name Goodyear is an assurance 


THE GREATEST NAME 


of greater value and quality. 


No wonder alert manufacturers 
use the Custom and Wingfoot. 
They know these heels can’t miss 
in adding to the selling chances 
of their shoes! 

Goodyear’s big magazine advertising campaign 
is adding more thousands to the millions of friends 
already won by Goodyear Heels, TAWPS and 


other Goodyear shoe products. 


Wingfoot, Tawps—T. M.'« The Goodyear Tire @ Hubber Company 


IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 
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IM ARKING another step of progress since moving north Michig#" 
Avenue shopping section, the I. Miller Shoe Salon at 710 N. Mi enue cele: 
prated its recent remodeling and expansion with an opening = i 
press. Started a year 98° by L. R. Samuels of Ogden, Utah, the 
has expanded 80 rapidly that its new quarters now occup 
original space- 

Having taken over an adjacent store space and completely revamped the interior. 

i put with rounded corners, giving 


sent mirror space has 
all and other long mi 
ing in the alterations b 
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SOLE CONSTRUCTION 
IS THE VITAL PART OF 


The increasing consideration given to the sole construction 
of men’s shoes today, is clearly revealed in our illustration. 
What could be more in harmony with a pattern dignified with 
broguings, than TWO soles—outsole and middle sole—of our 
long-time tanned sole leather? Bulkiness is a feature of such 
a sole, it helps define the style, yet our long-time tanned sole 
leather will help to provide club-lounge comfort to the feet. 
Your customer will enjoy its flexibility, moisture resistance 
and wear. And remember this, the edge trimming and finish- 
ing will remain unfeathered by loose leather fibres as long as 
the sole endures. Our long-time tannage will not allow the 
fibre substance of the sole leather to get out of place even 
in wet weather. 


iN 

me ——~ : vu \ 

| # rR IR G ! 

i - CHART OF A SIDE 
' TIT TTUITP HLH OF SOLE LEATHER 
WUT il) KISTLER 
i SOLES Come FROM 
» PART COVERED BY 
i] 


FOUNDED - 1640 


_——_____________]. BOSTON - MASS: 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET. MILWAUKEE. WISCONSIN 
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Double Fit—Sure Sale 


Here is a smart bit of salesmanship 
from A. R. Larson, traveling repre- 
sentative for Cole, Rood & Haan. 

In trying on any heavy shoe, even 
a crepe soled oxford, never let the 
customer start walking up and down 
the floor with only one shoe on-his 
foot. Insist that he try both on at the 
same time, then there will not be the 
sensation of the new shoe being much 
heavier and stiffer than the one he is 
wearing. Stores that have tried this 
method of fitting, says Mr. Larson, 
have found that customers never speak 
of a shoe being heavy when both 
shoes are put on their feet during the 
store fitting trial period, and there 
are no returns from too heavy shoes. 

* * * 


“Pretty as a Picture” 


The Arthur Kent Shoe Store, 39th 
Street, New York, presents a picture 
gallery of new Fall shoes. 

Two wooden picture frames—each 
three feet wide and painted white— 
are hung on the back board of each 
window. The frames are hung several 
inches out from the wall and a new 
Fall shoe, matching hose, and a brief 
descriptive sign are placed on a con- 
cealed floor board—a picture in sil- 


houette against a dark red wall. 
* * * 


Window Problem 


What can you do to effectively and 
attractively decorate a side shoe store 
window that is about 15 feet wide, 
by 6 feet high by 2% feet deep? 

Clark’s Shoe Store, West 42nd 
Street, New York, has solved this 
problem in_an interesting and effec- 
tive manner. They have built a white 
wooden fence which stretches the 
whole length of the window. The two 
horizontal bars of the fence are slop- 
ing boards set at a 45 degree angle. 


A small strip of wood hooks the heels 
of the shoes on the display. The 
fence and the open space on the floor 
gives a display of shoes at three dif- 
ferent heights—adequately filling this 
odd shaped window. 

* * 


a 


“Stocking Fit Pumps step into the 
first Fall days. (Saks Fifth Avenue, 
Beverly Hills.) 

* 


on * 


Modern Shoe Making 


At the front of the 6th floor shoe 
department of Macy’s department 
store is a remarkable display illustrat- 
ing the construction of a Goodyear 
Welt shoe. Stretched out on a 40- 
foot display table are examples of 34 
important steps in the construction of 
a woman’s pump. Each step consists 
of shoe in a stage of construction, an 
explanatory card and a ribbon lead- 
ing to a photographic cut-out in the 





Peacock's invention te meke your foot 
$8.95 


IN ELDER—Pracock's wine—ved clamic color. 


IN BUCKTHORN—A brown that speaks with 
authority thn Fell, Abo in back meade. 


AAAAA to B—siees 3 eM. 


Norvstrom’s 


ATH ond PEE 


4399 Unvverwty Wey s 











A little IMP for the oomph girl! 


background of a man operating the 
machine which performs the corre 
sponding operation. Step by step, and 
shoe by shoe, the pump develops from 
the raw materials to the finished shoe. 
Whenever a customer complains that 
she cannot understand why good 
shoes should cost so much, here is an 
excellent way to show her how many 
detailed processes actually go into the 
making of a shoe (these 34 and many 
more). 

In conjunction with this is a histori 
cal style exhibit. Several show cases 
contain some remarkable shoes from 
the past and present. Each modern 
shoe—whether it be platform sole or 
wedge heel or spike heel or clog—is 
matched up with its historical proto- 
type from the past, some of them dat- 
ing back to the Greeks and Persians. 
All of which proves that there is noth- 
ing new under the sun and that the 
way to predict next season’s styles 
might be to take a trip around the 
world and find which types of native 
and historical footwear hasn‘t been 
modernized as yet. 

+ * * 


Autumn Time 


The Fall season is in full swing 
and shoe windows are blazing out in 
a multitude of autumn colors. In fact 
this is the one season of the year when 
nature really steps into the shoe win 
dow—with sheaves of wheat, clusters 
of corn, multicolored leaves, farm im 
plements, and Fall sports attire. 

Speaking of autumn foliage, we re 
call the attractive window display o! 
a small town store. The owner had 
driven out into the country one after 
noon and filled the back of his ca: 
with small branches from oak and 
maple trees. He bought a can of red 
paint and a can of gold paint. Took 
the leaves and dipped them in th 
paint. Then filled the back of hi- 
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BEST IDEA OF THE WEEK 
SUPER MARKET SHOE SELLING 


(Fracc Brotuers SHoe Store, St. Louis) 


O. P. Ideator—*I hear that you have evolved a shoe 
selling idea based on the super food markets. Do you 
give the customers baskets and let them go around and 
pick out the shoes they want?” 

Manager Joseph Veach—“Well, it isn’t exactly that, 
but we feel that a customer should be allowed to see 
our whole selection and pick out what he wants.” 

O. P. Ideator—“I agree with you, but where does the 
super market idea come in?” 

Manager V each—“When a customer sits down, he is 
invited to explain to the salesman just what type of 
shoe he wants. Instead of removing the shoe, the sales- 
man discusses the proposed purchase with the cus- 
tomer and then invites the customer to accompany him 
to the location of the shoes desired. Flagg’s open type 
of shoe box storage in the sales room, allows for this 
step without any hindrance to regular trade.” 

O. P. Ideator—“'m beginning to follow you now.” 

Manager Veach—*“Reaching the type of shoe the 
customer has in mind, the salesman pulls out several 
boxes, opens them and lets the customer examine them 
carefully in the size which is his fit. Such a method 
provides several different favorable selling points: 

“1. The customer is ‘on the spot.’ He is right there 
and can actually know what type of shoe is available 
for him. He doesn’t feel that the salesman is trying 
to shove shoes on him that are slow-movers or out of 
style. 

“2. It speeds up service because customers often 
make up their minds more quickly when they have so 


many shoes-right before them and it eliminates con- 
stant running back and forth by the salesman between 
the shelves and the customer. 

“3. The customer is never left to squirm and wait 
while the salesman is off looking for what he thinks 
the customer wants. The customer being with the 
salesman continually lets the salesman get a keener 
insight to needs and price in shoes. 

“4. There is less time spent in replacing shoes from 
chairs after the customer has looked at four, five, or 
possibly six different kinds of shoes. 

“5. Extra sales are scored for it gives the salesman 
a chance to pull out another style shoe while he is 
arranging to show the shoe desired. Extra style shoes 
brought back to the customer’s chair often create the 
idea of ‘shoving’ the customer. Flagg’s does not permit 
this and many possible ‘plus sales’ formerly eliminated 
are permitted by this system.” 


O. P. Ideator—“Doesn’t this system cause a lot of 
congestion around the stock shelves when many cus- 
tomers are in the store?” 


Manager Veach—*“Busy hours do not always permit 
of this system of merchandising but it can be practised 
during the quiet hours when shoe selling traffic is 


light.” 


O. P. Ideator—“I think you have evolved an original 
and selling form of shoe merchandising that has pos- 
sibilities for almost any type of store. More sales to 

” 
you! 











store window with these bright colored 
branches—a beautiful and simple set- 
ting for his Fall line of rugged shoes 


for men, 
* 7 * 


Christmas Mailing Pieces 

One shoe man says that the time to 
begin thinking about your Christmas 
promotion is the week after Christmas. 
This may be true but we don’t think 
it’s too late for us to offer a few sug- 
gestions. And we'll continue to offer 
suggestions’ for the next month or so. 

In the first place, now is the time 
to begin reconditioning your mailing 
lists—throw out the dead heads, check 
over your addresses, add new ones 
from your charge accounts and corre- 
spondence, and if you wish you might 
arrange to exchange lists with cloth- 
ing and specialty stores to add worth- 
while prospects. 

Many shoe stores find that it saves 
in the long run to print up an at- 
tractive mailing piece fairly early in 
the Fall. It’s worthwhile to make this 
folder your most attractive of the year 
—with special emphasis on gifts — 
slippers, hose, gloves, handbags, scarfs, 
and novelties. 


Need a Fresh Selling Idea? 


One merchant tells us that he takes 
the name and address of every cus- 
tomer for outsize shoes, and when he 
has a surplus of such shoes sends 
them a sales letter. 

Another shoe department doing a 
big shoe business, has the chairs num- 
bered on busy days—that is on Satur- 
days and sale days. A young lady 
takes the numbers of the chairs when 
customers seat themselves and then 
tells the first salesclerk at liberty 
which customer is next, or if the 
salesclerk has a definite group of 
chairs to handle, she keeps him in- 
formed which customer has priority. 

One shoe merchant says that cus- 
tomers make up their minds jnore 
quickly when both shoes are tried on 
rather than one. 

Another shoe merchant writes in to 
say that he has hitched his shoe de- 
partment to a moving picture shown 
locally by asking on a window card: 
“Did you see the smart pumps worn 
by Miss So-and-So in (Name of Pic- 
ture) ?” 

Another shoe man says that when 


his shoe customers have feet that need 
serious attention, he has a serious 
talk with the customer and refers him 
or her to a foot specialist. 

A shoe store in the mid-West gives 
50 cents for every pair of old shoes 
worn into the store if new ones are 
bought at $2.00 or over—the old ones 
going to charity. 

A neighboring shoe store offers 
twenty free shines with every pair of 
shoes purchased. As soon as a clerk 
finishes a sale, he reaches into his 
pocket and gives the customer a free 
shine card. The card has numbers 
one to twenty on the upper edge, one 
of them being punched each time a 
shine is given. This idea not only 
creates good will for the store but 
keeps the customer coming into the 
store and leads to future sales. 

A prominent shoe buyer tells us 
that when he pulls a boner and some 
of his sure hit shoes just don’t seem 
to click he gets rid of them as soon as 
possible. If they don’t move after 
they have been in the store for two 
weeks, he reduces the price 50 cents 
a pair every two weeks until they are 
gone. 





Myers & Sons is one of 

the few shoe stores in New 

Haven with the latest in 
air-conditioning units. 


CUSTOMER 
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SERVICE 


First Rule in 73-Year-Old Firm 


STYLES have changed considerably during the last 
three-quarters of a century, both in footwear and in 
business, but a policy of service to customers, first and 
last, adopted by Michael Myers 73 years ago when he 
founded M. Myers & Sons Shoe Store in New Haven, 
Conn., is still the byword of David Machol, grandson of 
the founder and now operator of New Haven’s leading 
exclusive women’s shoe store. 

Myers & Sons store is the oldest store of its type in 
this city and the only shoe store which caters exclusively 
to women. On its opening day, 73 years ago, the store 
was located on Church Street, then considered the most 


A Steady Policy of Service to Its Customers 
Plus a Featured Line at a Price Accessible to 
the Majority Has Maintained a Growing Busi- 
ness for New Haven Shoe Concern During 


Three-Quarters of a Century 


Up-to-the-minute window displays have always 
been a prime factor in this store. This one 
introduced the new Fall Foot Delight line. 


exclusive trading section in the city. When first opened, 
the store handled footwear for men, women and chil- 
dren but as the years went on it was decided to spe- 
cialize in shoes for women alone. From the Church 
Street address the store was moved to Chapel Street, 
then to Orange Street and, six years ago, to its present 
location at 162 Temple Street, in the heart of New 
Haven’s business district and a short distance from 

famous Yale University. 
During its many years of existence, the store bas 
handled shoes of all makes and styles but, according 
[TURN TO PACE 35, PLEAS!) 
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MEN’S SHOE HIGHLIGHTS for SPRING 


\ Digest of the Main Points Developed 
in the Discussion at the Men’s Style Com- 


STYLES 


Bold details, wide extensions, half and full double 
soles expected to be important. Custom staining will 
continue to be popular especially on trimmed shoes (ex- 
plains the popularity of tan). 


VENTILATED—Sales on the increase. Possibly due to 
the increased popularity of light weight suitings 
in darker colors. 

WOVEN—Considerable volume nationally as additional 
sales. Expect to repeat this success. Customer 
says the shoes not as cool as expected, but very 
comfortable because of softness. May be some drop 
in demand. Leather soled woven shoes will be 


more in demand than rubber soled. Lower priced: 


‘lines will emphasize rubber soles. 

LASTS—Wide toe, custom, walled, and plateau lasts 
important. Staple selling lasts in all grades remain 
the same. Two trends noticeable: 1—to improve 
comfort; 2—to shorten the appearance of the foot. 
This last means more spring, walling, and short 
foreparts, all of which make the Dutch last good. 

WHITE SALES—All white expected to be quite heavy. 
Trims will gain in favor. Lower priced lines 
70 per cent all-over white. Higher priced lines— 
4 per cent all-over white. Brown and white 
strong; black and white negligible; green and 
white favorably received in lower priced shoes in 
South last summer. There is evidence of increased 
interest in the bamboo family, very light in color. 
Lower priced lines expect 10 per cent of sales in 
bamboo. 

PROMOTIONAL THEMES—Move to use the six weeks 
from February 15 until the onset of warm weather 
to promote in-between shoes, light in weight. 
Sports types which are Springy, but not Summery, 
not whites yet. A good season for promotional ac- 
tivity. Easter Sunday will fall on March 24 in 
1940, two weeks earlier than usual. Crepe sole 
sales expected to drop off—to be replaced by 
growing popular gum rubber soles. The red rub- 
ber, stitched through, is light in weight and there- 
fore popular. Developments in men’s clothes ex- 
pected to influence styles in men’s shoes. Sport 
trend in men’s shoes increasing because American 
men like comfort — Turf shoe, Chukka and Monk 
front shoe growing in popularity. May be a re- 
awakening of reverse calf leathers. ‘Trend to sell 
more shoes to the average man for specific occa- 
sions. 


mittee Meeting of the Style Conference. 





GUMMY—A reverse calf shoe with a crepe sole an inch 
and a quarter thick is both light in weight and 
comfortable, and new. Young men’s promotion 
conditional on war developments. 


COLORS 
Town Colors 

SCOTCH BROWN—The successor to Bourbon. Stead 
ily gaining in favor because it has a mellow under 
toning which gives great richness to the leathe: 
when lasted. 

YORKTAN—A lighter color increasing in favor fo 
town wear. Takes antique finishing well. 

HAMPTON BROWN—New darker brown with a rud 
dier undertone than the Britain Brown of last sea 
son. Good color to wear with neutral brown suit 
ings, also in contrast. 

BAROLO—A wine brown popular in the Cordova: 
family and in shoes of the rugged type. 


Country Colors 

PHEASANT TAN—An important volume color for al! 
types of sports leathers, largely because it take~ 
antique finishing so well. 

BRACKEN TAN—Harmonizes well with sports tweed- 
and mixtures and is a popular trimming for whit: 
shoes. 

FRENCH COGNAC—A rich liqueur shade, well inte: 
preted in men’s sports leathers and in plain smoot! 
calf to trim white shoes. 

SPUR GREY & HEATH GREY—Relatively unim 
portant in North but growing in acceptance below 
the Mason & Dixon line in sports shoes. 

COLORS FOR SLACK SHOES—For soft constructio: 
shoes in the new leisure sports category for wea: 
with slacks outfits. 

TANWOOD—Light natural saddle tone for huaracl: 
types, sandals, moccasin fronts and peasant lasts. 

CRUISER NAVY—A growing novelty color for com. 
bination with white in deck shoes, beach types, etc. 

SPRING MAROON—A lighter maroon to harmoniz: 
with warm tans, and greyed rusts in suits. 

VIKING GREEN—Introduced in the South last yea 
in sports shoes. 

Notes—All white shoes are an important factor i) 
summer business. White combined with color also h»- 
wide acceptance in sports shoes. Black retains its bas 
significance in men’s shoes. 
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It probably is— because Style Men 
everywhere find that BREASTLOCK 
HEELS enable them to attain new 
close-coupled effects and eliminate 


the danger that comes from using 


high Cuban Heels. 


Formerly Style Men didn’t dare try for close-coupled 
effects on high straight-front or Cuban heels. Finally 
we found out what was wrong with high heels and did 
something about it. We offered style men heels that 
were scientifically designed to strengthen the shoe at 
its weakest point, the heel breasting; heels designed to 
eliminate kick-back and kick-under; heels designed to 
eliminate wobble. 


And you'll be pleased to know that, in spite of all these 


advantages, most types of shoes cost no more with 


BREASTLOCK HEELS; some cost less. 
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The 
SUFFOLK 


At Hialeah on March 1, 
all horses but one get 
away together for a 


perfect start. The first showing of the SUFFOLK indicates future popu- 
larity for this latest origination by UNITED. 
It features the receding toe, forward custom wall expression, 
giving shorter forepart effect. The SUFFOLK is ideally suited 
for conservative or ultra-spade patterns as well as plain toe 
or semi-custom styles. 


UNITED LAST COMPANY 


$6 Cherry Street BROCKTON BRANCH Brockton, Mass. 
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THIS WEEK 


IN THE 


Saturday, September 30, 


SHOE TRADE 


1939 


National News 





Coast Stores Feature Men’s Shoe Week 


San Francisco Shoe and Department Stores Devote Special 
Displays to Promotion of National Men’s Shoe Week, 
September 9-16—Reports Indicate Brisk Business 


SAN FRANcIscO, CALIF.—Dozens of 
stores in the San Francisco Bay region 
featured displays of men’s shoes dur- 
ing National Men’s Shoe Week. 

Residents of Oakland, Berkeley, and 
the East Bay area were treated to 
many attractive displays, while in San 
Francisco practically all of the shoe, 
men’s furnishings, and department 
stores had one or more shoe windows 
showing the latest styles in men’s 
models. 

Frank Werner’s Market Street store 
featured a window of men’s Walkovers 
and Big Leaguers. A _ shield-shaped 
sign at one side of the window stated 
that it was National Men’s Shoe Week, 
while another one at the other side 
called attention to the “Correct Shoes 
For Every Occasion,” that were on 
display. 

One of the most attractive displays 
was that in the window of Sommer and 
Kaufman, where a miniature figure of 
Captain Kidd, about one-third life-size, 
stood on the deck of a pirate ship with 
a dagger in his hand, calling attention 
to a treasure chest that kept opening 
and closing automatically. Inside the 
chest was a pair of men’s shoes in the 
new attractive antique copper shade. 
Other models were displayed in the 
window around this centerpiece. 

Florsheim’s three Market Street 
stores featured hand-stained cordovan, 
Moccassins, Brogues, and dress shoes 
in the latest styles. 

Other Market Street stores having 
men’s shoe windows during the week 
Were Down’s, Newton’s, C. H. Baker 
Co., The Emporium Department Store, 

[TURN TO PAGE 34, PLEASE] 





Dates to Remember 


Monthly Showing Michigan Shoe Trav- 
elers Club, Hotel Statler, Detroit, 
AE October 2, 3, 1939 

Annual Meeting Tanners Council of 
America, Palmer House, Chicago, 
ee October 19, 20, 1939 

Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ili. 

October 30, 31, 1939 

Spring Showing Shoe Fashion Guild of 
America, Hotel Biltmore, New York, 

November 1, 2, 

Shoe Manufacturers Spring Opening, 
E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City....December 3, 4, 5, 6, 1939 

National Shoe Fair, Hotel Stevens, 
Chicago Jan. 2 to 5, 1940 

Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C., 

Jan. 7, 8, 9, 1940 
25th Annual Convention and Exposi- 
tion, Northwestern Shoe Retailers 
Association, Hotel Radisson, Minne- 
apolis, Minn January 7, 8, 9, 1940 

Annual Michigan Shoe Fair, Michigan 
Retail Shoe Dealers and Michigan 
Shoe Travelers Association, Hotel 
Statler, Detroit, Mich. 

January 7, 8, 9. 

26th Annual Convention Middle At- 
lantic Shoe Retailers Association 
Benjamin Franklin Hotel, Philadel- 
phia, Pa January 21, 22, 23, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 


1939 


1940 





Travelers to Hold 
Old-Fashioned Dinner 


New YorK—The Boot and Shoe Tra- 
velers’ Association of New York will 
hold an old-fashioned beefsteak dinner, 
complete with caps and aprons, on Wed- 
nesday evening, November 1, at the 
Mecca Temple Casino, 133 West 55th 
Street, this city. The affair is planned 
as get-together for shoe men who will 
be in the city for the Spring Opening 
of the Shoe Fashion Guild of America, 
which opens here on November 1. 

An outstanding program featuring 
well-known figures in the entertain- 
ment field, will headline the evening's 
festivities. Tickets, including dinner 
(all you can eat) and entertainment, 
will be $6.00 per person. 


McLeod Joins Freeman 


Sales Staff 


CoLUMBUS, OHIO—Edward McLeod, 
who has been connected with the sales 
staff of the J. P. Smith Shoe Company 
for the past 30 years, covering Ohio, 
West Virginia and parts of Kentucky, 
has joined the staff of the Freeman 
Shoe Corp. 

Mr. McLeod will cover the State 
of Ohio for the Freeman Shoe Corp. 


-with their new Champion line to be 


made in their Dixon, IIl., plant. 


Hearne Buys Albritton Store 


Fort WortTH, TExXas—The lease and 
fixtures of the Albritton Shoe Store at 
209 West Seventh Street in Fort Worth, 
Texas, have been sold to R. A. Hearne, 
who will open a new health shoe store 
at this location on October 1, featuring 
Conformal shoes. 

E. F. Albritton, who opened this store 
in September, 1938, sold his interests in 
this store to M. J. Ellis about four 
months ago. 
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Portland Retailers Have Novel Meeting 
























Members of the Portland Shoe Retailers Association and guests who attended the 
shoe men’s party aboard the U. S. Battleship “Oregon” were, reading from left 
to right, top row: Art Schoewe, Bert Hupp, Benny Heredon, Vincent Casey, three 


press re, 


ves, Ken Williams, W. Bergmann, G. L. Pierce, Ward B. Brazel- 


ton, Ed. Nadeau, John Lincoln, Charles Cassel, W. B. Wise and Sam Swirsky. 


Down the steps: Bob Davis, GC. D. Waansgaard, Max Delman, M. R. Oglesby, 
Zell V. Conwell, W. W. Anderson, W. H. Harbke and Thurman Curry. 


Front row: Allen MacAllister, Perry Rusco, D. H. MacAllister, Will Knight, E. N. 


Weinbaum, Tay W. Hardebeck, D. J. Atwood, Jerry Funk, Claud Harris, Will M. 
Walker, Lee Ocestraech, Ralph Wuster, John thle and A. B. Kuba. 


PoRTLAND, OrE.—An interesting meet- 
ing of the Portland Shoe Retailers 
Association was held on the historic 
Battleship “Oregan.” This well known 
U. S. Navy ship is now berthed in the 
Willamette River, here. Tours of in- 
spection, led by sailor guides who had 
seen active service on the “Oregon” 
during the time it played a leading role 
in the Spanish-American war and also 


took active part in the World War, 
were thoroughly enjoyed by the assem- 
bled shoemen. 

The committee responsible for this 
most enjoyable evening’s entertainment 
consisted of Thurman Curry, chairman; 
W. W. Anderson, Zell V. Conwell and 
Max Delman. An elaborate buffet din- 
ner was served to the upwards of fifty 
members and invited guests. 





Coast Stores Feature 
Men’s Shoe Week 
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Feltman and Curme, Austin’s, with a 
full line of dress and sport shoes and 
riding and hiking boots; Prices Store, 
Eagleson’s Men’s Store, Regal Shoe 
Store, Nunn-Bush Shoe Store, Roos 
Brothers, and many others in both the 
downtown and outlying business dis- 
tricts of the city. 

Early reports indicate that a brisk 
business was enjoyed by all of the 
stores, with a general feeling that the 
Fall business would be much better 
than a year ago. Downtown stores have 
reported that sales for August were 6 
per cent over the same period for 1938. 





Rollins Opens New Store 


RocHester, N. H.—Willis C. Rollins, 
formerly with Lothrop’s Farnham Co. 
for the past 25 years, has opened a new 
shoe store, here, under the name of 
Rollins’ Boot Shop. 





New Store Opened 
On Fourth Anniversary 


JACKSONVILLE, FLA.—New and mod- 
ern in every respect, the Walk-Over 
Boot Shop, 23 West Adams Street, was 
formally opened, here, recently. 

The opening of the store also marks 
the fourth anniversary of the store. 
The new store is almost double the size 
of the former location and has a large 
storage basement. 

Outstanding among the store’s im- 
provements is the fluorescent lighting 
arrangement which permits clear and 
easy inspection of merchandise without 
the glare and heat of ordinary lights. 
Modernistic display windows, controlled 
air-conditioning, a rubber tile floor and 
complete new furnishings are other fea- 
tures. 

Personnel of the store is: Fonda 
Jackson, co-owner of the local store and 
owner of a similar business in St. 
Petersburg; Harvey Jackson, manager 
of the local store and a partner in the 


firm; Harlan Bussey and A. W. Petters, 
salesmen, and Mrs. Eva Byrd, manager 


of the hosiery and bag department. 
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Cohen Store Opens in Atlanta 


ATLANTA, Ga.-—The new Dan Cohen 
Company shoe store, in the new viaduci 
building at the junction of Peachtre. 
and Whitehall Streets, has opened fo: 
business. The store, offering footwea) 
for the whole family, is managed b, 
Bert Swartzbert. Other Dan Cohe: 
shoe stores are located in Birmingham, 
Chattanooga, Covington, Ky., Dallas, 
Knoxville, Little Rock, Louisville. and 
Monroe, La. 


General Employees on Radio 


NASHVILLE, TENN. — Employees of 
ten units of the General Shoe Corpora- 
tion are furnishing talent for a series 
of weekly, 15-minute, amateur radio 
broadcasts over Radio Station WSM 
The program is announced as _ the 
“Morning Merrymakers,” and the first 
program was given by employees of 
the Tullahoma plant on September 2. 
No. 1 plant at Gallatin furnished tal- 
ent for the program of September 9 
The rest of the schedule is as follow 
Atlanta, Ga., September 16; Lewisburg, 
September 23; Pulaski, September 3); 
Nashville, October 7; Cowan, Octobe: 
14; Frankfort, Ky., October 21; Gal- 
latin No. 2, October 28; final Jamboree, 
November 4. Interest in the program 
by the public has already been attested 
by many cards and letters received at 
the station. The program comes on at 
7 A. M., Central Standard time. 





Committee Named for 
1940 Northwest Convention 

SPOKANE, WASH.—Otto Warn, presi 
dent of the Pacific Northwest Retail 
Shoe Dealers’ Association, has an- 
nounced the names of the committee 
chairmen who will handle the 1940 
annual convention of that organization 
in Spokane. 

The convention convenes June 2 and 
will continue for four days. 

General chairman will be Arthur 
Schulein; Myron Benningson, publicity; 
Charles Hill, golf; George Bitzer, en- 
tertainment and program; and Charles 
and Will Kronenberg will have charge 
of registration. 


Exhibits at Belmont-Plaza 
New YorkK—For the first time since 
she went in business last June, Pear! 
David showed new styles at the Bel- 
mont-Plaza Hotel during the Leathe 
Show and Styles Conference held, here, 
recently. Mrs. David showed a largé 
and interesting collection of pullovers 
in both tailored and dress patterns fo! 
the coming Spring season. According 
to Mrs. David, there is a marked inter 
est in low-heeled types for Spring. In 
the 16/8 tailored height, the keg is the 
most popular novelty heel. Elasticized 
patterns promise to be bigger than «ve! 
for the coming season, which will prob 
ably mean combinations of fabrics with 
leathers as well as allover leather shoes 
in contrasting surfaces. 
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OFFICIAL COLORS APPROVED FOR WOMEN’S SHOES 
Spring, 1940 


Customer Service 
First Rule 


[CONTINUED FROM PAGE 28] 


to Mr. Machol, the featured brand in 
these years has been the “Foot Delight” 
shoe made by the Bancroft, Walker 
Company. This line, popularly priced 
at $8.75, has seen a steadily increasing 
demand and, while the store also han- 
dies shoes in the lower price brackets, 
this $8.75 line has proven the most 
popular with the majority of the store’s 
clientele. 

M. Myers & Sons also sell a full line 
of accessories including hosiery, hand- 
bags and costume jewelry. In the 
opinion of Mr. Machol, shoes sell acces- 
sories and the accessories, in many in- 
stances, have helped the sale of shoes. 
The store has only two clearance sales 
annually, the first at the end of the 
Summer period and the other at the 
end of the Winter months. 

The present store is a far cry from 
the original store, being furnished with 
every modern convenience and is one of 
the most up-to-date shoe departments 
in the city. A small store as modern 
stores go, it is fully air-conditioned. 
Modern metal fitting chairs, upholstered 
in red leather, align one side of the 
room. At the right of the entrance is 
located the accessory counter while at 
the rear of the store, an X-ray fitting 
machine finds steady use. Full-length 
fitting mirrors on each side of the room 
break the solid effect of the stock 
shelves. 

A choice treasure of Mr. Machol is 
a photograph taken some 60 years ago 
showing his grandfather, founder of 
the store, a traveling salesman in a silk 
topper and the salesmen employed by 
the store at that time. In the photo- 
graph also is William F. Myers, son 
of the founder, who helped to maintain 
the policy adopted by the elder Myers 
when the store was opened. The picture 
also shows shoe prices in the good old 
days. ranging from 69 cents to $3.00, 
the top price in those days. 

Today’s prices are a long way from 
those of yesteryear but then, shoes and 
styles are too. Mr. Machol’s $8.75 line, 
through steady promotion, has found 
ready acceptance among the store’s cus- 
tomers and priced within a range 
which is accessible to women of all 
types in New Haven, makes up the 
majority of the nice volume of busi- 
ness done annually by the store. 


Seaton Returns to 
Chattanooga 


CHATTANOOGA, TENN. — Jim Seaton, 
who has manager Baker’s shoe stores in 
San Francisco, Los Angeles, and San 
Diego, is back in his home town to man- 
age the local unit of Baker’s at its new 
store at 725 Market Street. Mr. Seaton 
has been away ten years and found 
Chattanooga a much bigger and busier 
city when he returned. 


The following colors were officially ap- 
proved by the Color Committee of the 
Tanners Council of America and the Tex- 
tile Color Card Association, in coopera- 
tion with a Special Committee of 
Manufacturers and Retailers, under the 
direction of the National Shoe Retailers 
Association. 

Reratters should request the shades 
that have been officially approved when 
purchasing shoes in any of these color 
families. They are as follows: 


BASIC COLORS 


Biuesacket BLue—dark, basic navy em- 
phasized for general wear as the most im- 
portant shade of blue for volume business. 

InpiA Brown—this rich true brown re- 
tains its basic significance as a classic tone 
for town wear. 


SPECIAL PURPOSE COLORS 


While the four tones in this classifica- . 


tion do not have the general importance 
of the two Basic Colors, they are recom- 
mended as new fashion shades used for 
the special purpose indicated, and having 
volume possibilities. 

A-rway Biue—a lively light navy, espe- 
cially smart in open types and par- 
ticularly important as a trim in combina- 
tion with white leathers. 
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Turrtan—This is the new swagger 
shade in the lively russet family, well 
adapted to casual town and country 
shades. Especially important as a trim- 
ming on white sport shoes and also smart 
in combination with beige leathers. 

Macisu Bewce—was adopted because of 
the increasing style interest in beige as a 
costume and accessory color for Spring, 
not only as a combining shade with brown 
leathers, as well as black or navy, but also 
for all-over shoes. 

Burma Brown—is a new high fashion 
tone in the reddish or rosy brown range, 
especially smart as an accessory color. 


BLACK AND WHITE 


Biack—and particularly black patent 
leather, will again be a big color for the 
Spring season. 

Wuire—will again be most important 
for summer—both all-over whites, whites 
trimmed with blue, with black and with 


tan or other colors. 
CONCLUSION 
It is believed that if the Tanners, Manu- 
facturers and Retailers in detailing their 
shoes and color specifications will stick 
to the officially approved colors, a more 
profitable season will result for everyone. 


DO YOUR PART! 





Leather Market 
Less Active 


Boston, Mass.—<Activity in the local 
leather market has subsided from the 
peak which it reached last week. 
Leather is still being bought, of course, 
but the initial rush has petered out. 
Manufacturers generally bought their 
requirements for the current season, 
mostly blacks and patents, and the only 
forward covering of any extent has 
been in white leathers for the run which 
is to follow this. 

The feeling here is that activity will 
not be resumed on any large scale until 
Congress acts on the proposed neu- 
trality legislation and our foreign 
policy, plus its implications, can be di- 
gested. 

The hide market is-also quiet with 
prices mostly unchanged. Fifteen cents 
per pound on the basis of light native 
cow hides is the price at which business 
is being done—when it is done. Late 
last week there was an advance of one- 
quarter of a cent per pound in Argen- 
tine hides of the type used in the man- 
ufacture of sole leather. 


Steel Production Increases 
Felt in Retail Trade 


Gary, INpD.—The sudden boom in pro- 
duction at the steel mills in this In- 
diana industrial section brought about 
by war activities has already been di- 
rectly felt in the retail business, includ- 
ing the shoe trade. Immediate increases 
of from 15 to 20 per cent have been re- 
ported as a result of the sharp increase 


in employment in this city and the su: 
rounding towns of Whiting, Indiana 
Harbor, and East Chicago. Although 
women’s dress shoes and staples have 
increased in sales, largest volume in- 
creases have been felt in work shoes 
and in children’s shoes. 


Cerf Making Handmade Shoes 


Los ANGELES, CALIF.—Alfred Cerf 
has started manufacturing handmade 
shoe specialties at 8643 Sunset Boule- 
vard, a section right in the heart of 
the famed Hollywood night club sector. 
Previous to establishing this business 
here, Mr. Cerf was in the shoe business 
in Miami, Florida. The present set-up 
calls for the making of very high grade 
wedge heel shoes, both the plain and 
split heels in dressy afternoon and 
evening models. All are made on indi- 
vidual patterns and in relatively small 
lots for the top grade stores. The use 
of garment suedes in shoes is something 
which has not been done before to any 
great extent. The plant is making ex- 
cellent progress since its inception sev 
eral months ago, and is now working 
on a double shift program. 


Singer Opens Own Store 
in Chicago 

Cuicaco, ILt.—Sam Singer has re 
cently opened his own shoe store at 
1544 Chicago Avenue. The new store, 
carrying a complete line of men’s, wo- 


men’s and children’s wear, is known as 
the Hollywood Shoe Store. 
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New Style Ideas for Juvenile Footwear 





New Shapes in Lasts and Greater Variety of Colors to Add 
Interest to Spring Lines, Conference Is Told 


New York—The consideration of 
general trends, rather than specific de- 
tails, was the major topic of discussion 
at the meeting of the Children’s Divi- 
sion of last week’s N.S.R.A. Style Con- 
ference. This session of the semi-annual 
Conference was held at the Waldorf- 
Astoria, on Tuesday, September 19. 
The result of this departure in proced- 
ure was to present an outline, leaving 
space for details to be filled in by the 
individual. 

In the absence of Mrs. Mary Brou- 
wer Finley, who was unable to attend 
the conference, the meeting was opened 
by L. E. Langston, executive vice-presi- 
dent of the National Shoe Retailers’ 
Association. He introduced the first 
speaker, Elizabeth Gordon, fashion pro- 
motion manager of Good Housekeeping. 
Drawing from the experiences of other 
sections of the children’s apparel in- 
dustry, Miss Gordon saw no reason 
why the policy followed by them could 
not be brought in the children’s shoe 
field to increase the effectiveness of 
children’s shoe promotion, resulting in 
larger profits, as well as better service. 
There is a greater tendency to add pro- 
motional lines, by which is meant mer- 
chandise that is sold by the merchant, 
vather than asked for by the consumer. 
All of which has increased business in 
these departments by dramatizing their 
merchandise. 

Along these lines she emphasized the 
mother-daughter theme, that is, having 
the juvenile garment follow the general 
lines of the adult, and brought out the 
fact that their success in all price 
brackets in the apparel industries could 
be duplicated in the children’s shoe 
business. She also suggested the adop- 
tion of a refitting service in the form 
of a reminder to the mother to bring 
the child back for refitting, the object 
being to learn whether or not the shoes 
have been outgrown, and need replace- 
ment. 

Miss Ruth Kerr of the Calf Tenders’ 
Association followed Miss Gordon with 
a very illuminating discussion of colors 
and lasts. After commenting on the 
very wide use of smoke elk and black 
for children’s shoes, she showed how 
newer colors in accepted juvenile 
leathers were becoming more and more 
evident in the juvenile picture. Follow- 
ing Miss Gordon’s suggestion of the en- 
semble idea she demonstrated how well 
the new basic color Turftan could be 
developed in combination with white; 
how blue shoes were readily salable 
even in smaller sizes, how a demand for 
them already exists which has not been 
met effectively. 

In discussing lasts she drew atten- 
tion to the newer woods with higher 
raised sides and the higher toe, em- 
bodying the principles of the women’s 
walled last, but differing in interpreta- 





tion. They have a broader base across 
the ball, and a higher toe, rather than 
the drawn-down toe of earlier wood, 
and are lasts which apply strictly to 
children’s shoes. She commented on the 
apparent confusion in the nomencla- 
ture of children’s size runs and sug- 
gested that, to prevent confusion on the 
part of the public, some universal 
standard denoting growth be applied to 
all types of juvenile wearing apparel. 
Confusion existing between growing 
girls, modern misses and children in 
the lay mind is apparent. What can be 
done about this is, perhaps, a problem. 
She discussed styles, stating that the 
open toe provided no objection from an 
orthopedic angle if the opening is on 
the inside and is sufficiently large. 
Stephen J, Brouwer was the next 
speaker, a specialist personally inter- 
ested in correct designing and fitting of 
children’s shoes. Mr. Brouwer, a pio- 
neer in promoting children’s foot 
health, related experiences about cor- 
rect fitting and designing, which oc- 
curred in his own Milwaukee store. 
George Geuting was invited to take 
the platform and discussed the im- 
portance of the children’s department 
as a whole, as it is exemplified in the 
Geuting business in Philadelphia. 
General discussion on topics of in- 
terest developed from the floor, one of 
the important phases of which was 
“what to do about the large sizes in 
the growing girls’ run.” The average 
practice in this size run in to figure it 
from size 3% to 9. Yet, merchants find 
many calls for shoes running beyond 9 
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for which provision is rarely made. To 
make these up entails extra cost fo) 
the manufacturer. The suggestion was 
advanced that an extension in a 
separate price bracket be made fo) 
growing girls’ sizes, extending fron 
9% to 12 for which, of course, ther 
would be a different price range fron 
that prevailing for the 3% to 9 run. 





Shoe Week to Be 
Annual Event 


DETROIT, MicH.—Plans are now lx 
ing made to make an annual event of 
“Shoe Promotion Week,” following th 
very successful outcome of the recent 
campaign staked by the Detroit Retai! 
Shoe Dealers Association, according to 
Glenn J. Buell, president of the associa- 
tion. 

The purpose of the special promotion 
was to encourage early buying of Fal! 
shoes and sales results have been most 
gratifying. 

Hearty cooperation was given by 
leading newspapers and by retaile:s 
who tied in with special advertisemen's 
during the week. 





Anniversaries in the 
Shoe Trade 


HARRISBURG, Pa.—Fred Friedman, 
proprietor of the London Boot Shop, 
rounded out his eighteenth year in the 
shoe business in September. 

Mr. Friedman was associated with 
the Kessler Shoe factories and the 
United States Rubber Company prior 
to opening his shop in the Spring of 
1936. 

Max Alexander, who operates the 
shoe department on the second floor at 
Feller’s, rounds out 10 years in the shoe 
business in Harrisburg this fall. 





Clever Dramatization of New Shoes 





This attractive Winter scene is Walk-Over’s clever way of dramatizing their ser 
shoe, the “Toboggan.” The curled-over sole forms a new kind of toe which bears 


a close resemblance to the curved front of a real toboggan. 
reverse leather piped in smooth calf and in a variety of colors. 


The shoe comes in 
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DENTICAL TWINS ... from tip to toe! 


Celastic makes Matched Pairs . . . ready for the 
tumble and stumble of schoolboy days. Toe com- 
fort and toe protection — built-in qualities with 
Celastic — are essential for growing feet. 

TRIM ON THE FOOT — Celastic brings style to the eye in 


the neat smartness it gives the toe. Celastic brings com- 
fort to the foot by eliminating wrinkled linings. 


TRUE TO THE LAST — Celastic reproduces the lines of 
each pair of lasts — accurately — smoothly. 


THE QUALITY 


BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 










WHERE 
TO 
BUY 


Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 






Hee! 





No a8 ROOKS O€ MFG. CO 
owanee A iter Ota’ . 





Women's Shoes 


The patented Throat Opera 
IN-STOCK - ALL LEATHERS 


no slipping »- 
ao geping =o 
mo “hiling” o> 
spestel pomp lacs 
pump 
Widths AAAA-C. 
Sizes 1-10. S240 


M. J. SAKS SHOE CORP. 5 
152 Duane St. New York City 








freee ERS RPP RRP PRP eR REESE S 
Seererreerereeee eee ee eee eee 








rm il i li li ail i hl 


Soles and Heels 
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LITHOX CORD HEELS 
NON-SLIP 
Greatest value on market today. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 














Work Shoes 
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Elected Hunt-Rankin 
Vice-President 


Boston, Mass.—Carl E. Ganter, who 
joined the staff of the Hunt-Rankin 
Leather Company when it was organized 


in 1907 and who, since then, has success- ~ 


fully filled positions of increasing re- 
sponsibility, was recently elected vice- 
president of the company in charge of 
sales. 



































CARL E. GANTER 


During his connection with this well 
known company, he has acquired an 
expert knowledge of leather and 
leather economics and has built up an 
enviable reputation in the trade for 
honesty and sincerity. 

Mr. Ganter was graduated from the 
West Roxbury High School and later 
completed courses in accounting and 
business procedure at Bryant & Strat- 
ton Business College and the Boston 
University College of - Business Ad- 
ministration. 

About twelve years ago Mr. Ganter 
was transferred to the sales depart- 
ment in an executive capacity and has 
since made regular trips to various 
parts of the country, visiting the 
several agencies and customers who 
buy direct from the Hunt-Rankin 
Leather Co. 

He is a member of the Board of 
Directors of the Highland Co-Operative 
Bank, to which position he was elected 
about twenty years ago. 





Tanner Sponsors “Shoe 
Bureau of Investigation” 


New YorKk—The S. B. L., Shoe Bu- 
reau of Investigation, sponsored by the 
A. C. Lawrence Co. at the Leather 
Show, proved a clever way of drama- 
tizing new patterns. Credit is due to 
Kate Arlene Goldstein for again making 
the A. C. Lawrence display a center of 
interest at the Show. The fourteen 
models, from which the three favorites 
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NEW... 
Baby Slippers 
































| 

| [DEAL For CHRISTMAS 

| S 

| ELLING - - - 

If slippers for grownups sell best 
at Christmas, why not slippers for 

} babies? They will if you show 

} these new Ideals, for their dainty, 

colorful beauty is bound to attract 

| sales, especially when packed in 

the new transparent boxes. Shown 

| is No. 1243, of Fine Felt in Pink, 
Blue, Red, Royal Blue and Tan 
with Intermediate sole. 3 to 8, with 
chicken applique trim. Order early 
and amply. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
DANVERS, MASS. 


| 
| 





were selected by popular vote, were 
given names suggestive of mystery 
stories and criminal investigations 
“Raffles,” “Sherlock,” “Miss Informer,” 
“The Shadow” and “Cross Examine” 
(a play on words here because the de 
tailing was in cross pattern) were 
among the provocative names. Th 
votes, cast by manufacturers and re 
tailers, resulted in the following selec- 
tions. Number one choice was “Foot- 
prints,” a walled last Juniper Calf 
pump with a slashed bow coming out 
of the square toe vamp. A square moc- 
casin marker and a collar line stitched 
in white were effective on this Blue- 
jacket calf pump. Second in popularit) 
was “Culprit,” a casual Buccanee) 
ghillie with lace stays, laces, heel cove) 
and collar of Turftan Juniper Calf. The 
Third choice was “What’s afoot,” a 
patent leather afternoon sandal. This 
Black Diamond patent open shank san- 
dal ‘had a wide T-strap wishbone of 
elastic Weilda suede. 





General Shoe Employees 
Celebrate 


GALLATIN, TENN.—The 700 employves 
of the local unit of the General Shoe 
Corporation recently celebrated the 
sixth year of the operation of the fac- 
tory in Gallatin with an all-day outing. 
Fried chicken and ice cream were on 
the menu and the entertainment in- 
cluded soft-ball and swimming. 
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FROM VOGUE 
OCTOBER 1 


oe Se uffless 


t eutb- 


Here’s but one of the ads from Vogue that will point out why 
shoes with Scuffless heels are a better buy. And there’s plenty 


of sales punch packed in this campaign to help you sell. Take 


advantage of it. Tell your supplier to use Du Pont Scuffless 
“PYRAHEEL” in filling your orders. It won’t cost you, your 
customers or the manufacturer anything extra—and it should 
help make your sales easier and better! E. I. du Pont de Ne- 
mours & Co. (Inc.), Plastics Department, Arlington, N. J. 





TO 
BUY 


Slippers 





HAND WOVEN UPPER 


SUN SHOE MFG. CO. 
617 N. Aberdeen St., Chicago 














St. Louis Jobs 
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RELETHA 
SOCK LININGS 
to keep 
costs down! 


Fine, leather-like surface 
... ich, authentic colors 
...does not wrinkle or 


scuff. 


RELETHA 


keeps costs down! 


Although it costs less, 
RELETHA is a quality 
substitute frequently in- 
creasing values and im- 
proving the appearance of 
footwear. Scientifically 
manufactured of leather 
and other strong fibers . 

RELETHA has a beauti- 
ful, durable, leather-like 
finish . . . does not wrinkle 
under the foot . . . is avail- 
able in rich, authentic 
colors that match upper 
leathers . . . can be safely 
used in any grade of shoe. 


PROSPECT MILLS CORP. 


15 Chestnut St. 
CAMBRIDGE, MASS. 


oo 


QUALITY 
SOCK 


SUBSTITUTE 
LININGS 


FOR LEATHER 
and HEEL PADS 








@The largest selec- 
tion of cancellations, 
ihe better Bt Louls 
etter uis 
never factories = = 
women’s, children’s). 
before All top-notch values 
such and styles that will 
enable you to make 
values LONG PROFITS 
WRITE FOR SAMPLES 


Ask the St. Louis Factories 
“While in town see Weil” 


M. K. WEIL SHOE CO. 
1326 Washington Ave. St. Leuis, Me. 


1f— 











Nurses’ Shoes 





NEW OSCO 
SUPER PLIABLE 
Process 
No. 6144 Black 
Glove Kid. 

No. 6145 White 
Glove Kid. 
AA-EE $1.35 


OWENS SHOE CO. 
28 Goodhue St., 


a_i 1 © 








Free Study Course on 


Infants’ Footwear 


St. Louis, Mo.—“Growing Feet,” a 
new book just published by Trimfoot of 
St. Louis, embodies a free course of in- 
struction for those salespeople respon- 
sible for the selection and fitting of in- 
fants’ footwear. 


This book, free from medical and 
technical terms, is divided into three 
sections. Section one is a study of the 
anatomy and mechanics of the foot; 
section two is a study of the anatomy, 
mechanical needs and care of the in- 
fant foot in its various stages, and sec- 
tion three deals with the essentials of 
correct fitting an infants’ shoe making. 

Upon completion of the book and 


course of study, the salesperson is pre- 
sented with a Certificate of Fitting and 
a Fitter’s Pin as evidence of his work 

A copy of the book will be sent free 
of charge upon request to the Trimfoot 
Co. 


Large Turnout for U.S.M.C. 
Golf Tourney 


Boston, Mass.—Two hundred and 
seventy-eight employees of the United 
Shoe Machinery Corporation partici- 
pated in the annual golf tournament 
held recently at the USMC course in 
Beverly, Mass. This tournament, be- 
tween workers in the Boston office and 
those in Beverly, was the largest in 
point of number of any held in previous 
years and produced golf of superlative 
character. The Boston office golfers 
won by the narrow margin of 70 to 65 
in team match play. 

Low gross was won by Larry April 
of Beverly with a par of 71; and in 
second place was Willie Howard of the 
Boston office with a neat 73. Other win- 
ners were Harry Monroe of Beverly 
with a best selected nine holes of 30; 
and D. McEwan of Boston with the 
longest drive-—290 yards on the 1&th 
fairway. 

Play began at 7 A. M. and the last 
foursome finished on the eighteenth 
green at 6:30 P. M. The committee in 
charge of the tournament was com- 
posed of J. H. Nies, W. Howard, J. G. 
Yeaton, H. E. Booma and L. C. Cox 
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TALKING WINDOWS START THE SALE 





For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 





Aquamarine, yellow, 
on white. 


Any assortment 
of price tags: 


6 Doz. $1.10 
12 “ $2.00 








eolor trim each month. 





TALKING WINDOWS START THE SALE © TALKING WINDOWS START THE SALE 


Samples on request to show you 
how they effectively give you a new 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Il. 
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Good Business Volume 
At Chicago Showing 


Curicaco, ILL.—Indications that there 
is a general swing to plain leathers for 
later Fall shoes were registered at the 
regular Monthly Shoe Buyer’s Days of 
the Chicago Shoe Travelers’ Associa- 
tion held September 18 and 19 at the 
Morrison Hotel. Despite the fact that 
the show was a week early this month 
due to the American Legion Convention 
and that it followed two weeks of un- 
seasonably hot weather throughout the 
Middle West, a good volume of orders 
was placed. 

Although black suedes still lead the 
at-once sales, follow up shoe orders are 
for the plain leathers, largely in black. 
Interest seems to be increasing in alli- 
gator calf and in genuine alligator in the 
higher priced shoes. Brown is the sec- 
ond color in point of sales by wine, 
blue, and green. More sports and play 
shoe types were also sold than a year 
ago. 

Retailers were also busy placing their 
Christmas slipper business with all in- 
dications that it will be one of the big- 
gest slipper years for a number of 
Seasons. The tendency in fabrics is 
still to satins, with black leading and 
burgundy second. D’Orsays are most 
Popular in the leathers. 

In commenting on the anticipated 
price situation as influenced by the war, 
Norman N. Souther, president of the as- 





sociation, reports: “Merchants for the 
most part seem to be keeping their 
heads. They are buying for their im- 
mediate and anticipated needs, but are 
not trying any wild speculation in an 
effort to cover or protect themselves.” 


Dayton Retailers Hold 
First Fall Meeting 


DayTon, OHIO — “Buy sanely—buy 
cautiously—and don’t try to gamble 
with the shoe market,” was the advice 
given to members of the Dayton Shoe 
Retailers’ Club during the first dinner- 
meeting of the Fall season, held Sep- 
tember 20, in the Chinese Room of the 
Hotel Miami. 

Paul W. Crawford, who was reelected 
president of the Dayton Club, warned 
local shoe men that present war condi- 
tions warrant closer cooperation among 
all in the shoe craft, and especially re- 
tailers. 

“If we ever needed a strong shoe or- 
ganization in Dayton,” Mr. Crawford 
said, “it is right now. We must dispel 
our petty jealousies and feelings in the 
local operation and work together to 
meet existing conditions. This is no 
time to speculate in the shoe market in 
the anticipation of rising prices. I urge 
you to buy sanely—to buy and act cau- 
tiously—and don’t gamble with the 
market.” 

While it was suggested by Henry 


STEP OUT IN 


© Robn Nu-Matics are the ONLY Cushioned 
Shoes which are 100% Nail-less. Not Nail- 
less in Name Only, but Nail-less in Fact. 
© The Robu Nu-Matic Cushion Extends over 
the Entire Bottom of the Shoe. It is the 
Only Shoe That Provides this 100% Cush- 
ry e All Rohn Nu-Matic Features 

are Built-in. 


@ United States and Canada Patent 
Rights Protect You on these 100% 
Nail-less Nu-Matic Cushioned Shoes. 
@ Rohn Nu-Matics with their Out- 

standing Built-in Features Sell for 
$5, $6 and $7. Backed by National 
Advertising, Powerful Dealer + 
—and an Doseueth Efficient 
STOCK DEPARTMENT. 
© Start Coins in on this BIG 
MERCHANDISING Opportun- 
ity Now, Write for More Inform 
ation About the Rohn Nu-Matic 
Line and the Rohn Franchise. 





ROHN SHOE MANUFACTURING CO. 
$12 FLORIDA STREET, MILWAUKEE, WIS 


Hagerman that Dayton shoe dealers 
should conduct an educational cam- 
paign in local newspapers, preparing 
the shoe public for possible shoe price 
increases, it was finally decided inad- 
visable to do anything that might make 
buyers jittery. It was suggested that 
newspaper copy be used, showing where 
materials used in shoes come from and 
pointing out that because of war condi- 
tions, these imports are either stopped 
entirely or seriously hampered, thus 
causing a price rise. 

Upon the reelection of President 
Crawford and all other officers for the 
ensuing year, Mr. Crawford urged any 
shoe dealer in the Miami Valley desir- 
ing help or advice on policy to call on 
the Dayton club for assistance. 

Don Broughton of Elder & Johnston 
Company, was renamed club secretary, 
and Edward Blomquist of Rike-Kumler 
Company was rechosen vice-president. 
Those reelected to the board of direc- 
tors were: Harry Buck, Carl Webber, 
P. J. Myer, Louis Miller and John A. 
Schoenhals, Sr. 


E-J Declares Quarterly 
Dividends 


ENpicoTt, N. Y.—Endicott-Johnson 
Corporation has declared the regular 
quarterly dividends of $1.25 a share on 
the preferred stock and 75 cents a 
share on the common stock, payable 
Oct. 1 to stockholders of record Sept. 21. 
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Job Lots 








BUY YOUR JOB LOTS 
FROM BARIS 


All leading brands 
high grade, nationally known 
women's shoes 
Try them in special promotions and 
smash-hit sales! A sure-fire cure for 
the “no profits” blues! 


BARIS SHOE CO., Inc. 
Dept. R-11 79 Reade St. New York 
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‘ WORD 


Here’s Graphic Proof 


that STA-TITE’S patented 
wire mesh construction does 
give more rubber to walk on 

.. more walking ease... 
greater comfort, satisfaction 
and economy. A bonus value 
on any shoe. Ask your manu- 
facturer for shoes with 


Made by 














Leather Soles 


~~ eer 


A 
Waterproof 
leather sole 

makes a 
better winter 
shoe. 


LEATHERPLUS 


SOLES 
are waterproof 
. stay waterproof 
. wear longer 


Write 
VAN TASSEL LEATHER CO. 
CONN. 
makers of VAN TAN Innersoles 








can paint a flattering 
picture ... but 


STA-TITE HEELS 


| PANTHER-PANCO co. 


‘\ 


CHELSEA, MASS. 








Chicago Salon Given 


Streamlined Touch 
[CONTINUED FROM PAGE 24] 

type of shoe. Thus, one case contains 
black suede, another black satin, and 
another brown alligator. Others are 
devoted to brown suede, black calf, 
green shoes, sport shoes, and spat shoes 
in various combinations. Smart color 
contrasts have been worked out in these 
cases by including bright accessories 
such as red with black, green with 
brown, etc. 

The accessory department has been 
enlarged considerably and now occu- 
pies nearly one-third of the store and 
comprises one of the largest sections 
of its kind in any shoe store. Display 
cases especially designed for showing 
handbags were installed along the wall 
and the same policy of devoting each 
case to a single color accented by con- 
trasting accessories has been used. 
Glass counters contain a wide range of 
evening bags, floral decorations, exclu- 
sive jewelry, gloves and hose. 

Windows of the new store are also 
most effective. Plastic art, including 
modernistic sculpture and figures, has 
been used. 

Selling exclusively I. Miller shoes 
and coordinated accessories, Mr. Sam- 
uels attributes the rapid growth of this 
store to the modern merchandising 
method which he developed in Ogden 
and is now using so successfully in 
Chicago. By getting the new styles fre- 
quently and early, he is able to make 


his inventory of best sellers well in 
advance of stores which are not s 
style-minded. Today, this store sizes up 
its best sellers every week. 


National Shoe Fair 
[CONTINUED FROM PAGE 17] 


National Shoe Retailers’ Association t 
its members, which has had wide ac 
ceptance in fashion circles throughou' 
the country. 

The action of the committee to 
change the banquet night from Thurs- 
day night, January 4, to Wednesday 
night, January 3, the second night of 
the show, represented a change of 
policy established at the four previous 
Fairs. A consensus of the committee, 
indicated that many merchants and 
manufacturers who were unable to at- 
tend the banquet on the third night of 
the show, having to rush back to fac 
tory and store, expressed a favorable 
interest in holding the banquet on the 
second night of the Fair, Wednesday, 
January 3. 

The members of the committee who 
attended the meeting were: 

Carl Burgstahler, F. E. Foster Co., 
Chicago, Illinois; Walker T. Dickerson, 
The Walker T. Dickerson Co., Colum- 
bus, Ohio; Joseph T. Geuting, Jr., A. H. 
Geuting Co., Philadelphia, Pennsyl- 
vania; Stanley Heald, The Stetson 
Shoe Co., Inc., South Weymouth, 
Massachusetts; L. V. Hershey, Hagers- 
town Shoe & Legging Co., Hagerstown 

[TURN TO PAGE 44, PLEASE! 
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Directed Promotion Brings Large 
Young Men’s Business 


St. Louis, Mo.—When you point for a particular | 
type of trade and put everything you have in merchan- | 
dising skill and a complete stock into it you emerge | 
with a successful promotion, according to the plan of 
W. B. Jackson, men’s shoe buyer at Famous-Barr Co. 
here. 

With his revamped men’s department, Mr. Jackson 
struck out boldly to get the back-to-college trade and | 
scored to the tune of more than 600 pairs in two | 
weeks’ time, marking the largest young men’s shoe busi- | 
ness for the department in its long history. 

The heavy, tan antiqued oxfords in the Norwegian and | 
Scotch grains with heavy perforations and broader toes | 
have been strong leaders, as well as the double sole 
British brogues. 

Red rubber soles have been second runners for inter- 
est in the brown plain toe saddle oxfords. Another | 
favorite in the red rubber sole group has been the wing | 
tip with the large punchings. Leather soles and red | 
rubber soles have swung out for interest attention in 
the “mud guard” patterns—this moccasin type appear- 
ing to have wearing attraction for the college set. 

Next in favor is the Cordovan in the quarter brogue 
with leather sole. 

Unexpected seller for the early Fall season has been 
the “Chucko” ankle boot, especially in the reverse calf, 
with some sales on the crepe soles, although this shoe 
has been predominantly a leather sole mover. 

For display purposes the department has arranged 
some of the shoes with antique-finished soles. Cus- 
tomers are shown both shoes, one with the plain finish | 
and the other with the antique finish, when they are 
trying to make up their minds about selecting the soles. 
“It is a novelty feature that keeps a department alive,” 
Jackson stated, and also mentioned that there has been 
a regular call for them. 

Although he has not seen any Spring or Summer 
lines, Jackson did some long range forecasting in stat- 
ing that antiquing would move into the Summer shoe 
trade with a big push next year, and he expects to see 
brown and white combinations predominantly antiqued 


models. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


and handsome — thinking that the good days | 
would never come to an end. But those busi- | 
nesses with adequate reserves are still consid- | 
ered the cream of the crop because they had bal- | 
Things | 
move so fast today that any alteration in the bal- | 


ances in cash and credit to feed upon. 


ance of circumstances may prove very disastrous 


to the tanner with big commitments, the manu- | 
facturer with big inventories and the retailer | 


with loaded shelves. 


FOR SALES...DISPLAY 


THE BIG 3 


SHINOLA 


BLACK 
Greltiie 


sm SURE GLAD 
/ REMEMBERED 


WE'RE ON OUR 
WAY 70 GET 

SOME OF THAT \ 

QUICK -SHINING 


. BIXBY 


= 


OUR customers are looking 
for quality shoe dressings. 
They'll buy—and your sales and 
profits will go up—if you show 
them the “big three”... . Shinola, 
2 IN 1, and Bixby Jet-Oil! 
Widespread advertising is 
building greater acceptance for 
these quality products. The fact 
that they're guaranteed to satisfy 


helps bring customers back again. 


So...for money-making sales... 
display all three prominently, on 
your counter and in windows. 
Feature Shinola Paste and Liquid 
Wax Polishes, and the popular 
new Shinola Suede Cleaners. Dis- 
play Bixby Jet-Oil, long known 
as “the world’s fastest shine” for 
scuffed and dirty shoes. And for 
quick, bright shines, offer 2 IN | 
Paste and Liquid Wax Dressings. 
Let the “big three’’ help you step 
up shoe dressing sales this winter! 


(LL BET MOTHER 
WENT TO THE STORE 
THAT SELLS 


Diplay SHINOLA BIXBY + 21" 1 . fe profil 





TO 
BUY 


Ballet Slippers 


rr 


Ff 


Pink, biack, white satin 
hard toe 


2 8 
® 


Elk sole, soft toe bal- 
lets .. wna % 


Fawn or pearl grey 
suede nature sandals. 


Write for Ey Sor to. 
AMERICAN TOE SHOE CO. 
145 W. 45th St., N.¥.C. 


-= 
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Which Way Will Fashion 
Look Now? 
[CONTINUED FROM PAGE 15] 


latter type will be reserved for evening 
and gala occasions. 

Both points of view were discussed 
at the N.S.R.A. “Court of Shoe Style 
Opinion.” It was pointed out that 
American styles may very conceivably 
tend toward greater simplicity because 
of the war. But it was also noted that 
the trend in that direction had already 
begun before the war started. The 
question is—how quickly and how far 
will that tendency go in the next few 
months or even weeks? It is obvious 
that shoe trends will go along with 
ready-to-wear trends. 

One of our staff talked recently with 
a business man who has been a student 
of style for many years. He recalled 
that in the last war there were many 
Americans, engaged in war industries, 


b ol 
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who were earning bigger wages than 
they had ever seen before in their lives. 
They were thrilled with their new 
spending power and they wanted to 
spend in a way that would be noticed. 
Their taste was not always of the best 
and they bought the showiest clothes 
they could find for their wives. Very 
possibly the same thing will happen 
again in this war. It is too early to 
predict in which direction the American 
public will go—whether toward sim- 
pler silhouettes and treatments and 
dark or dull colors or toward more 
feminine and gayer clothes. Both are 
possible and both are in the fashion 
picture right now. (Regarding the two 
types of colors see RECORDER color 
charts in September 9 and 16 issues.) 
You will have to study the trend of 
the times. In the meantime, the cur- 
rent fashions and predictions for Spring 
should have a reassuring and steadying 
influence on the industry. They reflect 
good sense and good taste. 

The growing importance of Ameri- 
can designed styles was another domi- 
nant thought at the N.S.R.A. confer- 
ences. Miss Frances Scully, NBC 
Hollywood Fashion Editor, and the 
All-American Fashion Show both em- 
phasized this point. Miss Scully spoke 
particularly of the Southwest as a 
source of style inspiration, especially 
for play clothes, and suggested that 
the closing of European markets will 
open up many new American style cen- 
ters. American designed play clothes 
are outstanding today and are growing 
in popularity by leaps and bounds, 
well-tailored slacks, for example, being 
seen now on trains and even in formal 
town settings. Now word comes from 
Paris that women engaged in war 
work are wearing them everywhere, 
even at smart restaurants. It is as- 
sumed that they will be replaced by 
regulation uniforms later, but the ef- 
fect of this early war style may be felt 
over here in their even more general 
use and with them will be worn appro- 
priate shoes. One thing will lead to 
another. The fact that Americans will 
take their vacations in this country or 
in Central or South America is also 
bound to have an influence on style 
trends. There are many angles to the 
problem and more will doubtless arise 
as time goes on. 


IN STOLK PRE WELTS 





| 
531—Smoke Elk 
532—White Elk 
| 535—Black Elk 
| 530—Patent Leather 
Look outside your shoe store door an« 
count the mothers and children walk 
ing by. A prospective customer (o1 
more) in every family! It’s a grand 
business, selling children’s shoes. 
"cause you sell the child, you sell 
to the mother and even dad comes 
in for his shoes! Stock and promot: 
a line of Elam’s and see the family 
walk in—not pass by—your store 


There’s an Elam representative nea: 
you. Get in touch with him! 


F.S. ELAM SHOE CO. 


xk tx 





1940 National Shoe Fair 


[CONTINUED FROM PAGE 42] 


Maryland; David Hirschler, Hof- 
heimer’s, Inc., Norfolk, Virginia; 
Harry G. Johansen, Johansen Bros, 
Shoe Co., St. Louis, Missouri; Alfred 
J. Pauly, Stix, Baer & Fuller Co., St. 
Louis, Missouri; Weir Stewart, Mar- 
shall Meadows & Stewart, Inc., Auburn, 
New York; Louis F. Tuffly, Krupp & 
Tuffly, Inc., Houston, Texas; Jay 0 
Ball, President of the National Boot 
and Shoe Manufacturers Association; 
Harry E. Fontius, President, L. E. 
Langston, Executive Vice-President, of 
National Shoe Retailers’ Association. 








Stool—Point-of-Sale. 


Boot & SHOE RECORDER. 





TRAVELING SALESMEN 


—Know the importance of the Man at the Fitting 


—That’s one of many reasons why traveling sales- 
men should urge their manufacturers to advertise 
in the Man-at-the-Fitting-Stool’s favorite paper— 
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Philadelphia Merchants Meet 


PHILADELPHIA—The first fall meet- 
ing of the Philadelphia Shoe Mer- 
chants’ Guild was held Thursday, Sep- 
tember 21, at the Hotel Adelphia, with 
President T. Dun Belfield, of Steiger- 
walt’s, presiding. The meeting was 
ealled for the purpose of general dis- 


T. DUN BELFIELD 


President, Philadelphia Shoe 
Merchants’ Guild 


¢ussion and an exchange of views, also 
to choose a committee to present names 
for election to the board of directors at 
the annual meeting, and to set the date 
for that event. October 12 was desig- 
nated as the date and the nominating 
committee was appointed. 

For the rest, discussion was general 
upon various phases of the retail situa- 
tion, as it exists at the present time. A 
review of the recent Harvest Week de- 
veloped by the central city merchants, 
elicited comment favorable to this 
event. Appropriate decorations to make 
the business thoroughfares more at- 
tractive, to create interest on the part 
of the city’s population and that of the 
outlying sections in the retail enter- 
prises, and special events characterized 
the Harvest Week observance. It was 
in no sense a “bargain day proposition” 
and special prices were not generally 
accented. The members of the Guild co- 
operated in the movement, and at last 
week’s meeting the general expression 
of opinion was to the effect that 
Harvest Week did create interest. 

There was considerable discussion 
upon the subject of extending Wednes- 
day store hours through to the evening, 
there being a trend in that direction 
in general retail circles, but so far as 
the Guild is concerned, no specific rec- 
ommendations were made to members. 
No Guild objection would be raised 
should any member desire to remain 
open on Wednesday evening, and con- 
ttariwise no united movement in this 
direction was suggested at this time. 
So far as the general business situation 


is concerned in these present uncertain 
times, the views expressed were opti- 
mistic. No important dislocation of 
affairs is anticipated, or any shortage 
of merchandise or restriction of selec- 
tion. H. Walter Scott, of Boot AND 
SHOE RECORDER was elected to associate 
membership in the Guild, and commit- 
tees were appointed to extend invita- 
tions to certain retail concerns to be- 
come members. 


Completes Remodeling 


CoLUMBUS, OHIO—Miller-Jones Co., 
which operates a group of shoe stores 
throughout the central states, has re- 
cently completed the remodeling of their 
store at 162 N. High Street, this city. 

The front of the store is finished in 
black glass with the store name carried 
out over the door in white. The interior 
of the store has been refinished. Fitting 
chairs are of chrome upholstered in 
leather. Lighting is all of the latest 
indirect type. 

Frank Salvatore, who is well known 
in the Columbus shoe trade, continues 
as manager of the store. 


Daughter Marries 


New YorkK—Ben K. Farnham, well- 
known sales representative of Moulton, 
Bartley, Inc., in this city, has an- 
nounced the marriage of his daughter, 
Ruth Katherine, to Mr. Gordon C. Gib- 
son. The wedding took place on Satur- 
day, September 23, at the Church of 
the Transfiguration, this city. 





From Great Lakes to 
The Rio Grande 


H. Haight and his dog are walking from 

the Great Lakes to the Rio Grande at 

Brownsville, Texas, the farthest point 

south in the United States. Wearing 

Rohn Nu-Matic shoes, Mr. Haight will 

visit Rohn dealers along his route and 
give a short talk on the shoes. 


Bass Salesman 
Completes 40th Year 


WILTON, ME.—The highlight of the 
annual sales convention of G. H. Bass 
& Company, held here recently, was the 
presentation of a 40-year service pin 
and an attractive traveling bag to 
Harry W. Hunter. 


HARRY W. HUNTER 


Mr. Hunter went to work for Bass 
as a boy in 1899. His first jobs for the 
company were in the cutting and pack- 
ing rooms. After several years in the 
factory, he went on the road to try his 
hand at selling. Another period at the 
factory followed, then he began devot- 
ing his entire time to selling in the 
field. He has covered New England for 
many years and his work has also 
taken him into New York State and 
parts of the South. He is very popular 
with his trade and has served as presi- 
dent of the Boston Shoe Travelers’ As- 
sociation. 

A five-year service pin was presented 
at the same time to Charles L. Deming 
of Seattle, Washington. 

Interesting new models of Bass Ski 
Boots, Moccasins and Sportocasins 
were shown to the assembled salesmen. 
On the basis of orders on hand and at- 
tractive new styles, it was felt that the 
next twelve months would be an un- 
usually successful period for the com- 
pany. 


A Lot of Shoes 


Boston, Mass.—Recent figures re- 
leased by Compo Shoe Machinery 
Corporation show that over 300,000,000 
pairs of shoes have been made with 
Compo equipment and adhesive since 
the business was established ten years 
ago. Approximately 39,000,000 pairs of 
Compo shoes were produced during the 
first eight months of this year —a gain 
of 14.3 per cent over the same period 
last year. 
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SALESMEN WANTED LINE WANTED 
ACTORY LINE WOMEN’S STYLE 
EXPERIENCED SALESMAN SHOES retail $3 and $4. Fifteen years | WE BUY 
WANTED for Louisiana who is interested — — ee bp ~ 
in a sound and profitable connection. Large isfactory references. ress » care 
volume of business established in this terri- = e, 7: seme 239 West 39th Street, New | ity, Arch Preserver, * Queen Quality, Bos- 
tory. Ours is fast styled, fast selling line rs tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
In Stock Women’s Novelty Footwear. I RVIN RUBIN 
Address Shu-Stiles, Inc. oe tee Ee 
1214 Washingten Av., St. Louis, Mo. FOR RENT Phone Barclay 7-7887 New York City “ 
S ‘ 
ae ine singe | H*ZEDASAT ARE WOR, SocUEANG. : 
W ANTED:—Salesman for side line. Straight | © ro el r ss store ~~ o- | ~ 
Novel abees’ BICEA contruction to real | very fant eroving usin section of Bronk SHOE STOCKS BOUGHT > 
for $4.00 and $5.00. Sulkis Shoe Company, yn. For further information please call Cecile Complete or Part wit 
M $ Realty C tion, 1134 East 14th S , at 
sera fe aw Ee ——— 8-8317. ad , pou. | Wholesale or Retail pri 
BARIS SHOE COMPANY, Inc. loo 
79-81 READE STREET, NEW YORK, N. Y. a 
Telephone WORTH 2-5180-518! 
POSITION WANTED FOR LEASE $2. 
CHAR 
OR LEASE—Women’s shoe depart - 47 
SHOE BUYER AVAILABLE F exclusive a ey tec maca shop, inom » >< | B f S | St k 
Te ae ti sylvania. Modern, air conditioned; population | uyers ° urp us OCKS = 
ing; steady profit puller; builds 60,000 with drawing; excellent location. Ad- We will buy surplus or cntire stocks of shoes 
you like; keenly alert to dress $430, care Boot & Shoe Recorder, 239 | or retailers. 
chien; ~~. —_ cnettent Ry West 39th Street, New York, N. Y. | QUANTITY NO OBJECT Hort 
have long looked for! Offers fine references. KIRSCH-BLACHER CO., Inc. 
Address 427, care BOOT & SHOE RECORDER, 106 Duane St. New Yort On | 
239 West 39th Street, New York, N. Y. Phone WOrth 2-5377 and 5378 Det 
ists ii 
shoes, 
New Theme in Women’s annive 
AGENCY WANTED > re 
Fall Shoe Promotion birthd: 
New York—The Wise Shoe Compan) offerin 
AGENCY WANTED is sponsoring a new theme, “Men Ap- this ¢ 
Enterprising shoe dealer well ac- peal” in its Fall campaign on women’s shops, 
quainted with New England shoe shoes. The theme will be carried out in an — 
trade—can handle sales force—finan- increased advertising budget for news- satis: . 
cially sound. What can you offer? : , Clim 
Address 428 e/o BOOT AND SHOE RECORDER, papers and window displays. The new been o 
140 Federal St., Boston, Mass. Wise slogan—“Wise shoes have plenty Pointe 
. of man appeal”—will be illustrated by equipm 
Memphis Store Expands flirtatious drawings alongside of illus- ern she 
MemPuis, TENN.—Si Wener, of ‘trations of the actual new shoe models who he 
FOR SALE Wener’s Bootery, 127 Union Street, an- Attention is being given to new shoe _— 
. . . . f the ornur 
WINDOW DISPLAY MATERIAL, including nounces the completion of a remodeling designs which take advantage 0 | € Clyd 
V attractive platforms, plaques, etc.; good con- | and expansion program which includes optical illusion which makes a line seem _ 
Bante “Shoe Recorder 239 West he air-conditioning and redecoration of his smaller than it really is. Wise adver- Buildin, 
New York, N. Y. store and the construction of a balcony tising will call attention to this new state a1 
on which children’s shoes are to be fea- design feature, “Grand Illusion — they 
GECTIONAL shelving and window fixtures tured in a separate department. Mr. make your feet look sizes smaller.” Peck 
up-to-date with rolling ladders, must dispose | Wener has been at the present location Advertising Agency handles the ac- Feltm 
immediately. Bray’s Shoe Store, 213 South t m 
Pearl, Albany, New York. 5 years. count. 
INDIA 
ais Shoe St 
CLASSIFIED ADVERTISING RATES Street, 
The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- - | 
mam charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. = Ws 
When a box number is desired twelve words should be added for the address. In all other cases each word of the > Fave 
addrese should be counted. a pe 
The rate for all display classified advertisements is $5.00 an inch with 2 maximum of 46 words. re 





| 
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Classified advertising is payable in advance. 
ST Advertisements for this page must be in our New York office on Friday of the week preceding publication Sito 
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MERCHANTS’ NEEDS 











| 
DISPLAY YOUR SHOES INDOORS WITH | 
“ARTMOR" SHOE DISPLAYERS 


Artmor’’ Shoe Displayers speed up sell 
ing. There’s the shoe you want, 
shown right on the wall. These 
bright, rust-resisting displayers attach 
themselves easily to shoe boxes. Guar 
anteed not to lose shape or crack. The 
displayed shoes can't fall off or interfere 
with other boxes. You can even place 
a card in a convenient notch, and list 
price, stock, and size information. 
“Pxtras won't fumble through boxes 
looking for shoes; salesmen learn the 
stock quicker; half pairs won't be left 
around the floor. 


$2.00 per dozen $21.00 per gross 


CHARLES HENRY BROWN & SON, INC. 
47 W. 34th St., NEW YORK CITY 





Hornung’s Open New Shop 
On 12th Anniversary 


Detroit, MicH.—Hornung’s, special- 
ists in children’s and growing girls 
shoes, is this month celebrating its 12th 
anniversary. Attractive newspaper ad- 
vertising is being used depicting a 
birthday cake with twelve candles, and 
offering a ten per cent discount during 
this celebration to patrons of both 
shops, in the Fisher Building and in 
Grosse Pointe, as a result of which most 
satisfactory business is reported. 

Climaxing the event, a new shop has 
been opened in the exclusive Grosse 
Pointe section, with complete new 
equipment and furnishings. This mod- 
ern shop is in charge of Harry Mosely, 
who has become widely known in the 
Grosse Pointe section as manager of 
Hornung’s Shop on Kercheval Avenue. 

Clyde E. Hornung divides his per- 
sonal attention between the Fisher 
Building shop and trade throughout the 
state and Ohio. 


Feltman Store Relocated 


INDIANAPOLIS, IND.—The Feltman 
Shoe Store, located at 103 North Illinois 
Street, has been closed and the stock 
moved to the company’s store at 38 
East Washington Street. Frank Snyder, 
who has been manager of the store, 
was transferred to the East Washing- 
ton store. The building in which the 
store was housed will be razed in the 
near future to make room for a modern 
structure. 


Atlanta’s Largest Shoe 
Store Opened 


ATLANTA, Ga.—Atlanta’s newest and 
largest retail shoe store opened, here, 
recently. This is the retail store of 
Thompson, Boland and Lee, Inc., which 
is now in its permanent location at 201 
Peachtree Street. 

The front of the store, which is 
nearly 100 feet wide, is of plate glass 
and marble, with the words, “Thomp- 
son, Boland, Lee” across the second 
story in large neon letters, and the word 
“Shoes” beneath. 

A recessed entrance provides ample 
display space for the company’s wares, 
and solid plate glass doors on either 
side of a central display panel open 
into the store proper. 

Here a horseshoe display and sales 
counter divide the front of the store 
into two departments—that on the left 
being devoted to handbags and that on 
the right to men’s shoes. The central 
horseshoe counter provides for the sale 
of hosiery. 

At the rear of the main floor is the 
women’s shoe department. This occu- 
pies a space approximately 100 by 100 
feet and is regarded as the most beau- 
tiful shoe department in the entire 
section. 

Paneling in this department is of 
natural mahogany, with the decorative 
color scheme of beige and coral. Scat- 
ter chairs of natural mahogany and 
beige are provided for customers. A 
novel feature of the department is its 
rounded corners. 

The men’s shoe department is fin- 
ished in natural mahogany with fitting 
chairs upholstered in green leather. 

The second floor of the new store is 
given over to the children’s depart- 
ment, with a merry-go-’round as the 
central feature, and to the orthopedic 
department, under the direction of Dr. 
Maurice Field. 

Ample parking space for customers 
of the store—a very important feature 
in Atlanta—is provided by the Cain 
Street garage, directly in the rear of 
the store, and a special rear entrance 
to the store has been provided for cus- 
tomers who wish to park their cars 
while shopping. 

Thompson, Boland and Lee have been 
located temporarily at 74 Broad Street, 
N. E., since the firm was formed sev- 
eral months ago. 

Oscar Thompson, senior member of 
the firm, has been engaged in the shoe 
business in Atlanta for the past 28 
years, first operating a small shoe store 
on Whitehall Street and later leasing 
the shoe department at Rich’s, Inc., 
where he did an annual business of 
more than $1,000,000 for a number of 
years. 

Nell Boland and Martha Lee, who are 
junior partners in the new enterprise, 
have been with him all that time, start- 
ing as salesgirls and later becoming 
department managers and buyers. 
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SALESMEN’S NEEDS 
| * * 
| EVERY SALESMAN NEEDS A 
ZIPPER 


PORTFOLIO 








FOR SHOE SALESMEN 


Carries 16 samples in two 
Mayers’ Patented racks — silk 
covered. Weight 3 Ibs. Size 
22 x 13. 


PRICE $7.50 


WINSHIP COMPANY, Inc. 


400 FIRST ST. UTICA, N. Y. 
3 * 








F. C. Shirk Joins Latt Staff 


HARRISBURG, Pa.—F rank C. Shirk, a 
veteran of ten years’ experience in the 
shoe business in Harrisburg, recently 
joined the staff of Hermann’s Exquisite 
Footwear for Women and Hermann’s 
Shoe Den for Men, two local shoe stores 
operated by Hermann Latt. 


Purchases Full Interest 
In Store 


EVANSVILLE, IND.—The Bunnell and 
Combs Shoe store, 219 Main Street, 
here, has been changed to the Combs 
Shoe Company, with the purchase by 
Walter H. Combs, manager, of all in- 
terests. 

Harvey D. Bunnell, veteran business 
man of Bloomington, Ill., and silent 
partner in the local store since its or- 
ganization in 1927, has retired and has 
sold his share to Mr. Combs. 

The only change in the store will be 
in the name, with the personnel re- 
maining the same, Mr. Combs declared. 

The father of Mr. Combs, Everett 
Combs, will continue as the president of 
the company. A brother, Robert Combs. 
recent Indiana University graduate, 
will be associated with the firm now. 

Mr. Combs stressed the fact that 
there will be no change in the store 
management or policy. 

Retail Merchants’ Bureau president 
for the past two years, Mr. Combs has 
been in the shoe business for 16 years 
His father has been in the business fo 
38 years in Evansville and Vincennes 
Ind. 
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Color and Atmosphere 


[CONTINUED FROM PAGE 21] 


leafless tree as a symbol of Autumn. 
Several New York stores have incor- 
porated this idea into their windows— 
subtly and pleasantly. Slater used it 
with bare branches forming an arch 
in their window, with the ends trailing 
down to the floor. Shoes were shown 
on white steps—Fall shoes in black, 
brown and gray—and a decided Fall 
atmosphere was the result. 

Stetson used the tree motif to dis- 
play slippers in a side window. Against 
an aqua background three bare trees, 
linked by a billowy cloud of white net, 
were used as display stands for slip- 
pers. Slippers were caught in the net, 
poised on the branches and grouped on 
the floor. The same idea was used as a 
background theme in their front win- 
dow. On the wall a white pennant car- 
rying the legend, “First Semester Clas- 
sics by Stetson,” brought with it the 
return-to-school idea. A rambling wall 
made of bricks in an opened-up ar- 
rangement was used for a prop on 
which to display the shoes. This win- 
dow conveyed a definite air of Fall, 
linking college with the Autumn coun- 
tryside and suggesting subtly the 
proper shoes to wear on these occasions. 

Perhaps the most finished use of this 
theme was that in the Ansonia win- 
dow. A large photomural of trees was 
used as the background, while large 
brown figures of trees were used to 
show the shoes. Huge leaves were cut 
out of popular fabrics in new Fall 
shades and were also used as display 
stands, some of them being suspended 
from the ceiling by wire and others 
seattered here and there on the floor. 
Drapery in Fall shades gave an added 
touch of color to the window. 

Some of the stores used accessory co- 
erdination successfully in their win- 
dows. McCreery featured “Color Cou- 
ples that spice your Fall clothes” to 
feature “shoes and bags born to be worn 
together.” Fall bags and shoes to match 
were shown in a simple window against 
a mauve-pink background. I. Miller de- 
voted large sections of their windows 
to displays of new Fall hats, while bags 
were shown in the windows along with 
their shoes. 

The shoe for the costume was brought 
out effectively in the Kitty Kelly win- 
dows. In each was a slowly revolving 
drum from which protruded three pairs 
of crossed legs. The lower portion of 
the skirt was visible, and each pair 
wore Fall shoes to harmonize with the 
costume color. 


A glance at the photographs on these 
pages reveals other windows in the 
Fall crop. The Wise window is espe- 
cially noteworthy with its emphasis on 
the new corset silhouette. Which is 
evidence that display men are turning 
to their own advantage anything and 
everything that comes their way—in 
order to produce more interesting and 
more productive windows. 
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MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC. New York City 

POLACHEK, Z. H., New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS,. INC. Boston. Mass. ..... 
WINSHIP CO., INC., Utica, N. Y. ......... ER re © oS 
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